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Dp? you remember 

when you used 
to slide down hill? 
The boys and girls 
are still doing it, 
and also skiing, to- 
bogganning, skating 
and snow shoeing. 
“Putting Jack Frost 
on the Sporting 
Goods Pay Roll,” 
page 53. 
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MUCH attention is 
being given to 
companion sales. 
When you sell one 
article suggest an- 
other. As an exam- 
ple, every can of 
paint should sell a 
brush. “Selling Cus- 
tomers All Kinds of 
Brushes,” page 56. 
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NOW that Gilbert 
i K. Chesterton is 
in this country it is 
only fitting to think 
in paradoxes. ‘‘The 
Most Expensive 
Paint Is the Cheap- 
est,” is the most 
truthful paradox this 
Spring. It’s on page 
59. 
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HE happy com- 
bination of get- 
ting both the farm- 
ers and the city 
folks to trade at your 
store has been solved 
out in Clay Center, 
Kan. Just apply the 
advice to your store 
and your town when 
you read page 60. 


ERE is a true fish 
story told by a 


"fisherman about fish, 


but it applies excei- 
lently to salesmen as 
well as to fisherman 
Angle for customers 
like this fisherman 
angled for fish. It is 
told on page 64. 
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FRE ANK FARRING- 

TON comes for- 
ward this week with 
another traveling 
man story. He tells 
how money can be 
thrown away by the 
retailer in some 
forms of advertising. 
It is of vital interest 
to dealers. Page 65 
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NATIONAL 


Builders’ Hardware 








LATCH CATCHES IN 
LOT HOLDS DOOR 
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Customers try it, then 
come back and ask for more 





There’s a world of satisfaction in selling National Builder's Hardware. Your cus- 
tomers try it, then come back and ask for more. 


The quality pleases, it’s the kind of hardware that most people prefer to buy. 
Here’s the National No. 25, a very popular latch for swinging doors. 


It is made entirely of steel and is adjustable for doors from % in. up to 2'%4 in. in 
thickness. 


This latch always locks even if the doors sag considerably as the strike has a wide 
opening. 


Furthermore this latch is so constructed that the handle cannot flatten when the 
barn door swings against the building: 


And like all National Hardware it’s packed complete with screws for attaching. 
Send us your requirements, we'll supply you direct. 


National Mfg. Co. 


STERLING, ILL. 
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Putting Jack Frost on 
the Sporting 


Goods Pay Roll 


What the Weather 
Will Do to Your Cash 
Register in the 
Department That Is 
Easiest to Manage— 


air, and old Jack Frost is busy 
painting fantastic pictures on 
the window panes. The little “kids” 
are out with their new, bright-colored 
sleds, having the time of their young 
lives, while big brothers and sisters 
are coasting, skiing or exercising 
their skates on Durham’s Pond. 
Winter is here, and no one seems 
sorry but the tight-fisted landlord, 
who hates to buy coal. The few 
grumbles heard seem to eminate from 
those afflicted with old age and rheu- 
matism. Certainly young, athletic 
America isn’t kicking. Did you ever 
hear a healthy, robust youngster com- 
plain about winter? Not on your 
life. He’s for it heart and soul. He 
loves the cold, bright, out-of-doors, 
the sleighing, coasting, skating, to- 
boganning and skiing. He loves the 
glow that comes from healthy exer- 
cise in the brisk winter air. He loves 
the snow, and the sports that go with 
it. If you doubt it, just cast your 
eyes over the snow-covered fields or 
the ice-coated rivers and lakes. Drink 
in the shouts of joy and the full- 


Tair, an is a tang of snow in the 




























throated laughter of happy boys and 
girls. It will sidetrack your pessim- 
ism and bring back pleasant memo- 
ries of your own childhood days. It 
may also bring you to a realization of 
the profit possibilities of winter 
sporting goods in that good hard- 
ware store of yours. 

I never could quite understand why 
a dealer should look upon winter as 
a closed season—why he should “hole 
up” like a bear as soon as Christmas 
is behind him. It makes me think of 
the fellow who said most of us have 
the eyes of an owl and the vision of 
aclam. Possibly he had some hard- 
ware dealer in mind when he made 
that assertion. We need a little 
sporting-goods eye lotion to brighten 
our mid-winter outlook. 


Snow as a Business Builder 


I can appreciate snow from a 
purely beauty angle, but there is just 
enough merchandising instinct in my 
being to allow my thoughts to wan- 
der off into its business building pos- 
sibilities. Do you remember the time 
you shied that hard white snowball 
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at the village marshal, and the events 
that followed? Oh, Boy! Of course 
you do. Why, back in our town the 
village dignitaries were the busiest 
men in the byrg when snow covered 
the ground. So, by the way, was the 
leading village hardware man. He 
wasn’t the biggest dealer in his State 
by long odds. His store was the ordi- 
nary country hardware store, but he 
was a comer with both eyes open. 
Almost before the downy flakes had 
hit the street he was hustling his 
sleds up front, and getting toboggans 
and skiis into the windows. It would 
do you good to see the winter sport 
merchandise he turned out while the 
other fellows were cleaning off their 
sidewalks. It might also do your 
pocketbook some good if you began 
to copy his system of working with 
the drifts rather than against them. 

This fellow used to have all the 
men of the town lined up for cross- 
country skii runs and imprompiu 
snowshoe races. He helped finance 
the toboggan slide in the town square 
and sold the coasting equipment. 
Also he never failed to help the kids 
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Every boy loves to skate 


get old Bumper Hill nicely iced and 
ready for business. I still take an 
unholy joy in the memory of how he 
handed an upper-cut to cranky Joe 
Lewis for throwing ashes on the kids’ 
speedway. He paid a dollar fine with 
a smile, and reaped a harvest from 
admiring sportsmen of the district. 
If he ever kicked about winter no- 
body ever reported it. 


Putting Profits on Ice 


But snow is only one winter ally 
of the hardware man who pins his 
profit faith to sporting goods. The 
ice on the rivers and lakes is equally 
good to him. It isn’t hard to re- 
member the first morning after the 
mercury heads toward zero, and the 
kids head toward the nearest pond. 
Some daredevil takes a slide across 
the glare ice and soon the whole troup 
follows. Then out come the skates, 
and the fellows who haven’t any make 
it hot for their parents until they, 
too, are outfitted. Woe to the dealer 
who fails to have his skate stock 
primed and ready for the opening 
day. That enterprising Minnesota 


dealer I told you about used to have 
a portable rack on which were hung 
samples of every skate he had in 
stock. Each one was plainly priced 
and the rack was always in evidence 
when cold weather appeared. The 
skate stock was handy also, and a 
few good seats where prospective cus- 
tomers could try on the models. Close 
to the beach was a display table 
heaped with sweaters, skating gloves 
and similar sport clothes. There was 
a dandy display of skate straps, ankle 
braces, skate sharpeners, etc., and a 
rack full of hockey sticks. He was as 
busy as a shoe merchant at the close 
of the barefoot season. 


Best Sporting Goods Business Is 
Home-Made 


Some of the very best winter sport- 
ing-goods business comes under the 
“home-made” classification. The op- 
portunities are unlimited. In every 
town there are dozens of vacant lots 
that can be pressed into service. Get 
the owners’ permissidn, and that of 
the authorities, then flood their va- 
cant lots as public skating parks. 
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Sometimes it is good policy to turn 
them over to control by local Boy 
Scout organizations, who agree to 
keep them clean, while you look after 
the expense end. Admission can be 
by tickets which are issued free at 
the store, but whenever a ticket is 
given out, a bunch of winter sport- 
ing goods literature goes with it. 
Often the dealer can arrange to have 
a case of samples on display at the 
pond, with some one to take orders 
for skates, hockey sticks, sweaters, 
gloves, etc. Then public rinks afford 
an excellent opportunity for the 
dealer to superintend the organiza- 
tion of hockey clubs, which invaria- 
bly increase sporting goods sales. At 
the same time it is comparatively 
easy to interest the teachers of the 
public schools to advocate skating 
and other out-of-door sports. Get up 
skating contests among various 
classes, giving fancy skates as prizes, 
and see how it builds up business. 
Still another home-made business 
builder is a skate-sharpening depart- 
ment. Such a department can be 
made to pay a reasonable direct 
profit, while at the same time it opens 
up a big field for new sales in all 
winter sport lines. Use a system 
whereby skates brought in for sharp- 
ening are correctly tagged and the 
date for delivery set down, then see 
that they are always ready on time. 
Also see that sporting goods litera- 
ture goes out with every pair. The 
best plan is to have them all wrapped 
ahead of time with the literature in- 
side the parcel. Try sharpening 
skates and profits at the same time. 


A Couple of Good Business Stimulators 


The Peterson Hardware Company, 
Mitchell, S. D., issues a catalog of 
holiday suggestions each year, and 
much of this catalog is given over to 
winter sport goods. The firm also 
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makes the catalog interesting by in- 
corporating a few human-interest 
stories of local sportsmen, telling of 
hunting, skating and fishing trips. 

Another store in Minnesota has a 
large bulletin board near the front of 
the store on which are recorded items 
of interest. It tells where the rabbit 
shooting is good, the best skating and 
coasting places, and the standing of 
the local hockey teams. It also car- 
ries schedules of coming basket-ball 
contests of the local high school and 
Y.M.C. A. This little novelty draws 
people into the store from all direc- 
tions and gives an opportunity to 
create new customers. 

In this town there is much winter 
enthusiasm in the Y. M. C. A. and 
the school gymnasium, and the dealer 
turns it to good account. He has a 
floor case nicely trimmed with ath- 
letic goods at both places, and some 
one who takes orders for the goods 
displayed. His business from this 
source is very: profitable. Toward 
spring he displays in the cases track 
costumes and baseball goods, and 
takes advance orders which usually 
cover suits, shoes, bats, balls, masks 
and in short full equipment. It is a 
stunt that beats the other fellow to 
the early business and holds it 
throughout the following season. 


Cashing In On the Future 


In many localities dealers do a 
thriving winter business in guns and 
ammunition, particularly where gun 
clubs have winter trap shooting. 
There are also localities where fishing 
through the ice affords a chance to 
sell tackle in the cold-weather 
months. Where this is not the case 
there is always a chance to interest 
the hunter and fisherman in the com- 
ing season. Your sporting goods cus- 


Skis and snow shoes are big seilzis 
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tomer is usually a good-natured 
sportsman who is easy to serve. Buy- 
ing his favorite line is a pleasure to 
him—a pleasure built up on his an- 
ticipation of what the coming season 
holds in store for him. During the 
so-called quiet winter months he is 
easily induced to talk on hunting or 
fishing. If the dealer is progressive 
enough to get in samples of new 
guns, ammunition, rods, bait boxes, 
tackle, net, hooks, flys, etc., he can 
readily get this type of customer to 
anticipate his wants several months 
ahead. This not only helps out 
the winter business, but it insures 
against that customer spending his 
sporting goods money with a com- 
petitor at home, or some sporting 
goods dealer in nearby cities. Once 
you get the initial order the balance 
of his trade is yours, provided you 
follow through with service, courtesy 
and an understanding of his wants. 





Keep Small Items Well Displayed 

One western’ dealer uses for this 
purpose an easily constructed rack on 
which he samples such items as lead- 
ers, flies, bobbers, sinkers, baits, 
spoon hooks, spinners, etc. This 
rack is kept on the job both winter 
and summer. It consists of a wooden 
upright, fitted with sample panels, 
which are hinged to the upright in 
such a way that they swing from side 
to side at the will of the salesman. 
The panels are sampled on both sides. 
Try some similar plan in your store. 

Take the crépe off the front door. 
Draw a line through the words “quiet 
season.” Put old King Winter 
through his profit paces and add Jack 
Frost to your payroll. 

There’s real money in sporting 
goods the year around, and it’s up to 


you to get your share. 











The children want sleds all winter 





















































Selling Customers All Kinds of Brushes 


There Is a Brush for Every Need, Whether It Be 


Painting or Cleaning, and the Live Hardware Man 
Sees to It That He Is Stocked with Them All 


highly specialized to-day; its 

adaptability, the degree of 
specialization and the development 
of features to accomplish definite 
results is the best gage of profit in 
many lines. 

Brush makers long ago recog- 
nized this and began trying experi- 
ments in novelties of broom and 
dust brush, and then, step by step, 
in departures of a more radical na- 
ture, until to-day “brushes” is one 
of the most diversified titles in 
hardware stock. 

Mrs. Noah must have had some 
sort of brushes, though we do not 


Fy tists, speci is more or less 
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ACME QUALITY 





By EDITH HOLLICK OLIVER 


Broadly speaking, the demand for 
brushes in the hardware store comes 
from the mechanic or factory worker, 
and from the housewife, though often 
it is not possible to make even this 
division. The automobile, for ex- 
ample, calls for both types. 

There is a steady and profitable 
demand for brushes which are used 
in cleaning machines, arms and va- 
rious mechanical appliances. The 
workman is a good customer for 
whatever he buys. The right brush 
for his purpose will go far toward 
establishing the valuable trade of 
the better class of workman. Brushes 
for garage and car are a profitable 
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Using the panels to show paint in the window 


know just what they were, and from 
the earliest records brooms and 
brushes took the stand that they 
hold to-day—perfect fitness for the 
work they perform. Brushes have 
never had any high-falutin notions; 
they have always been articles of 
utility, and even when they run into 
a good deal of money it is always 
because of some excellence of ma- 
terial or construction. Every brush 
enters life for the accomplishment 
of some useful work, very often of 
some highly specialized work for 
which it is adapted in design and 
construction. There is no better nor 


safer line to handle than that of the 
special brush, for it is demanded by 
those who know about it, and appeals 
at once to those who do not. 





line, both the specials and the ordi- 
nary lines. 

A little item in this connection, 
but one which “takes” well, is the 
display of small brushes for the 
hands set forth beside a good clean- 
ing compound. ; 

The real stronghold of special de- 
signs in brushes iS the home, for with 
the development of mechanical house- 
hold time and labor-saving appliances 
has come the awakening and develop- 
ment of a more intelligent use both 
of working hours and leisure. The 
woman who had to grub among the 
ashes and break her back over the 
wash tub hadn’t the ambition left to 
keep either herself or her house 
above cleanliness. The woman who 
cooks in the modern way and washes 
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by pressing an electric button begins 
where the other left off, and adds to 
cleanliness the demand for the re- 
finements and beauties of life, and 
in the attainment of them the special 
brush plays an important part. 


Saving the Surface 


The idea of painting inside the 
house is fascinating to every woman, 
and a good display of paint, varnish, 
or even whitewash brushes brings up 
visions of all sorts of possible 
changes and improvements that few 
can resist. Mere man, perhaps, can- 
not understand this, but many a 
dealer has grasped it and reaped dol- 
lars therefrom. 

It is always advisable to have the 
brush display side by side with that 
of paints, etc., when the housewife is 
to be considered, and also whenever 
possible to have a varied selection of 
color and finish cards in plain sight, 
because the woman, for example, who 
comes in for a small can of paint to 
renew the worn place on the bath- 
room door, will immediately see vi- 
sions of rejuvenated chairs and 
tables, stools and medicine cabinets, 
in the adjacent cans of enamel, and 
if she buys some, the proper brush 
will follow as a matter of course. A 
regular House that Jack Built of 
paints and varnishes and their proper 
brushes often grows out of a very 
small beginning. 

It is an excellent thing to have a 
piece of furniture half painted with 
enamel and with the fashionable 
stencil or hand work also displayed 
as a finish. Both paint and fine fin- 
ish lines call for their special brushes 
if the sale is to be lasting and sat- 
isfactory. The special paint brush 
is not a fad, it is one of the funda- 
mental items in a satisfactory trans- 
action. 


“Sanitary” Is Always Good Talk 


Any housekeeper will listen to the 
word “sanitary” and if it is backed 
up by something practical the sale 
is half made. 

In special brushes there are sev- 
eral really good sanitary lines. The 
crude but wholesome splashing of 
the cellar wall with whitewash had 
so much to recommend it that it has 
been developed into a result which is 
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A brush window, where every kind of a brush is shown 
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worthy of the most advanced equip- 
ment, and the brush itself is also a 
very special article. 

Along the same lines are the vari- 
ous brushes for the really beautiful 
finishes which have been developed 
for walls. 

Show any woman the contrast be- 
tween a piece of worn, scratched floor 
or woodwork and one well varnished 
and she will inevitably tie it up to 
some corner of her own home. 

What the varnish brush can do is 


worth a little talk with the house- = 


wife. 
The original idea of the brush as 


a sweeper or duster is, after all, its = 


real stronghold in the housewife’s 
mind, and she is so receptive of any- 
thing which will meet and vanquish 
them, that science and invention have 
been especially busy in these lines 
and even the shape and styles of fur- 
niture have called forth their own 
special dust fighters. 

An excellent example of this is the 
pointed bristle brush which is es- 
pecially adapted to heavily tufted up- 
holstered furniture. Dust loves to 
creep around those embedded but- 
tons, and the sharp nose of the special 
brush is a boon to the particular 
housewife. 

Another favorite lurking place of 
dust and the million indiscriminate 
nothings that drift into crevices in 
the most ordered household, is the 
radiator. The lathlike, long-handled 
radiator brush finds and clears them 
out. 

Silver brushes are indispensable to 
the care of tableware, and it is a 
good idea to have different degrees 
of stiffness, according to individual 
demand. Under this heading also 
come brushes for the use of brass, 
copper, nickel and other metals. 


An Item that Always Sells 


The brush. specially adapted for 
use in the toilet bowl is one of the 
best-selling brush items, and there is 
always a call for small or large 
brushes to be kept for specially dirty 
jobs or corners. 

Also a sanitary item is the long 
brush for cleaning the refrigerator 
tube. 

“Johnny arose, and put on his 
clo’es—and went out on the hills to 
pick broom-o-green broom-o” is one 
of the oldest and quaintest of songs, 
but it would hardly be applicable to- 
day, for broom corn has come to be 
highly specialized, and even has “vin- 
tages,” or, at least, years when it is 
particularly fine. The broom in its 
original form is still and always will 
be used, but the article itself is now 
built with the precision and care of 
a machine. The corn is selected, as- 
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The Very Next 
Issue! 


That great big Spring Buying 
Number with every conceivable 
kind of a mechandising story, 
will be out February 38rd. The 
stories are all written by mer- 
chandisers and have been selected 
from the best material possible. 
It will be your handy reference 
book for years. 
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sembled into the “head,” and the fur- 
ther details of construction attended 
to with equal care. The high-class 
broom of to-day is the embodiment 
of durability and satisfaction. There 
are many rivals of the broom to-day 
and only the best can stand up to 
them. 

In selecting broom stock there are 
several reliable guides for the dealer 
who is not an expert on the question. 

First, the broom corn will be 
straight, even and free from kinks 
and curls and stems. 

The entire head will be full and 
even, down to the end and will sweep 
with an elastic drag. 

Usually also it will be sewn sev- 
eral times with good quality cord, and 
the finish of handle and top will be 
seemly. 

Select such a broom from stock and 
make it the standard of the entire 
lot, selecting one here and there at 
random to test. A little practice will 
show a difference in testing the 
broom by weight and sweep. It is 
well worth while to bessure the broom 
you sell is up to standard, for there 
is nothing which is so exasperating 
to the housewife as a broom that 
wears lopsided and sinks into ragged 
stiffness. The whisk broom comes 
under the same general head. 


The Army of Dust Brushes 


Modern methods of housework are 
not content with sending dust and 
dirt from one place to another in the 
good old-fashioned.'way, it must be 
removed, and this has brought forth 
an army of efficient servants in the 
guise of brushes which take dust into 
the deceptive softness of their em- 
brace and hold it there until it is 
shaken out in the open air. Many of 
them are specially prepared for this 
performance. As to shape, it has 
come to be so important that a good 
variety is necessary to meet the de- 
mand. Perhaps the most essential 
shapes are the long floor styles and 
the small ones for dusting. Flat 
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shapes are also in great favor, and 
those with a hinge which allows them 
to be pushed under furniture are 
said to be very satisfactory. 

There are two small brushes which 
have a place that is unrivalled in 


: many a home—the brush for baby’s 


bottle and the one for the percolator, 
Both these brushes are made to 
hang, and it is an excellent thing to 


= keep display of both constantly in 


sight because both babies and coffee 
are permanent inmates and _ the 
brushes in daily use and therefore in 
frequent need of renewal. 


The Stable Broom 


In these days everyone has to per- 
form all sorts of tasks, and it is good 
to have the things which will make 
the labor as light as possible, promi- 
nent and suggestive. The stable 
broom of splint, for example. It is 
an efficient helper in cellar, stable or 
garage, and will also clear a path of 
light'snow quickly and well. 

Brushes are not only here to stay 
in the realm of cleanliness, sanitation 
and general efficiency, but they are 
going to be more and more used as 
their ease of operation and thorough- 
ness of result becomes more widely 
known. 

Think for a moment of the differ- 
ence between the extreme delicacy of 
the brush which takes the film of dust 
from the costly phonograph record, 
and the one which clears the chimney 
of soot. Both are simply brushes, 
but they are the brushes of to-day 
and highly specialized to meet its de- 
mands. 


The eighth annual banquet of the 
officers and employees of the A. H 
Marshall Co., Plattsburgh, N, Y. was 
held Jan. 6, 1921 at the Hotel Witheril! 
of that city, and was attended by the 
full force of this progressive hardware 
concern. 

Covers were laid for twenty-four on a 
well-decorated ta@fe in the center of the 
banquet hall. At the head of the table 
sat A. H. Marshall, president of the 
company. Before the dinner a flash- 
light picture of the entire group was 
taken. 

Following a custom of eight years 4 
get together conference followed the 
annual dinner, at this part of the pro- 
gram the distribution of bonus checks 
takes place. Each employee gets 4a 
bonus—the amount determined by the 
length of service and the experience of 
the individual. After this very welcome 
gift from the company, A. H. Marshall 
president addressed the gathering com- 
menting on the firm’s rather unusual 
growth from an old fashioned store to 
a modern twentieth century hardware 
business. Mr. Marshall was generous 
enough to attribute the success to his 
associates, 
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The Most Expensive Paint Is Cheapest 


A Paint Paradox That Has Been Proven Again and 
Then Some—The Small Price Should Never Be an 


Inducement When It Comes to Selling Improvements 


EACHER: “If I paint my 
‘h house with paint that costs 
$2.50 a gallon and the next 
time paint it with another paint 
that costs $5.50 a gallon, which time 
takes the most money?” 
Johnny: “I can answer.” 
Teacher: “Alright, what is the 
answer that you have, Johnny?” 


it. And it cost him less last year 
than when he used the cheaper 
paint. 

This fact has proven one of the 
biggest sales points the Churchill 
company uses. It almost invariably 
closes a sale for high grade paints. 
“We never sell paint by the gallon,” 
said Mr. Churchill. “On such a basis 


paint. A customer is told that it 
will cost him $95 to paint his house 
with cheap paint and that it will last 
two years, or that he can spend $110 
and get a five-year job. On such a 
basis painting costs $47.50 per year 
in one instance and $22 in the other. 
“We sell no cheap grade and we 
have no trouble in selling the high 


The paint department of the Churchill Hardware Co., Galesburg, Ill. 


SB 
Johnny: “That depends on the 
paint.” 

The teacher very sharply told 
Johnny that the right answer was 
that it would cost more money with 
the $5.50 paint. But Johnny said 
he knew different because his “pa” 
had tried both kinds. Johnny’s “pa” 
said Johnny was right and the 
teacher wrong. The $2.50 paint had 
cost more than the higher priced 
grade, 

Johnny’s father is not a fictitious 
character. He is Frank Tinney of 
Galesburg, Ill. He bought paint of 
a Chicago mail-order house and paid 
$2.50 a gallon for it. Last year he 
bought paint of the Churchill Hard- 
ware Co. and paid $5.50 a gallon for 


the cheaper grades are competition 
that is difficult to overcome. We sell 
a paint that is just as high if not 
higher in price than any other make 
and we sell it on the basis of the job. 
When folks ask us how much it is a 
gallon we counter-ask them how much 
of a job they are going to do and then 
tell them the total cost. On such a 
basis we almost always overcome the 
price objection. A good paint with 
great covering power costs little if 
any more than a cheap concoction 
selling at half price.” 


The Duration Argument 


The Churchill store also makes 
much of the economy to be realized 
through longer service from good 
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priced line because we sell on the 
basis of the job and not on the basis 
of the gallon and always bring home 
to the customer the fact that he pays 
less money by the year and gets a 
much better job by painting right 
when he paints at all,” Mr. Churchill 
added. 

For years this store has shown a 
gain of 50 per cent in paint sales 
every twelve months. Pretty good, 
eh? Right through the slack years 
when painting has been at a low ebb, 
this store has beaten the year before 
by never less than 50 per cent. The 
answer is: Quality paint, sold on a 
long service idea. 

And the success in selling varnish 

(Continued on page 90) 











Combining the ‘Town and Country Trade 


What They Carry in a Town of 4,000 People in 
the State of Kansas—Clay Center Gives Good Ex- 
ample to Its Sister Cities of About the Same Size 


M. VINCENT & SONS, Clay 
J Center, Kan., carry a stock of 

® hardware well adapted for 
both town and country trade. Their 
store is headquarters for a well-se- 
lected stock of hardware, and also 
for such valuable side lines as har- 
ness and paint. It is the policy of 


By CLEMENT WHITE 


stuffers, etc., are popular with cus- 
tomers. 

Fancy table ware is displayed in 
attractive show cases. It is the aim 
of the management to supply any- 
thing desired in plain and fancy ar- 
ticles for the kitchen and for the 
dining-room table. 


siring reliable tools for odd jobs. 
Farmers are good buyers of wrench 
sets and complete tool outfits. 
Ranges, heating stoves and various 
styles of oil-burner stoves are car- 
ried by the firm. Attractive arrange- 
ment of the stock, publicity and the 
high quality of the line are factors 














The interior of J. M. Vincent & Sons’ store at Clay Center, Kansas, and the sales force 


this firm to increase their trade by 
adding new goods to their stock. 
Their store is popular with custom- 
ers, both for the quality of the mer- 
chandise carried and the efficiency of 
the sales force. 

This store is regarded as head- 
quarters for such equipment as enam- 
eled ware sets, aluminum ware sets 
and kitchen utensils of all kinds. The 
front part of the store is reserved 
for displaying the stock of goods 
adapted for the use of housewives. 
The different sets, and separate ket- 
tles, pans, etc., are displayed at- 
tractively, and are arranged for 
the convenience of buyers. All ar- 
ticles are kept spick and span; the 
practical housewife finds anything 
_ she needs in the line of kitchen uten- 
sils. The demand at this store is 
heavy for both blue and gray enam- 
eled ware sets. Small machines for 
the housewife’s use, such as meat 
choppers, food choppers, sausage 


Publicity is given to this equip- 
ment. Attractive window displays 
are made of silver-plated table ware 
and other popular leaders. Attrac- 
tive, systematic display of equip- 
ment for the use of housewives 
proves a helpful sales aid. 

The stock of door-lock sets, cup- 
board turns, cupboard catches, sash 
fasteners, etc., is arranged for the 
convenience of customers and sales- 
men. 

A feature is made of the sale of 
fence-building todls, such as pliers, 
wire stretchers, post-hole augers and 
post mauls. 

Tools carried by the firm are ar- 
ranged for the convenient inspection 
of prospective customers. The tool 
assortment includes hammers, saws, 
braces, bits, wood chisels, cold chisels, 
drawing knives, planes, axes, hatchets 
and punches. 

Trade in tools is drawn from me- 
chanics, farmers and customers de- 
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which bring stove buyers to the store 
Glass-covered show cases are util- 
ized for displaying cutlery, flash- 
lights and auto accessories. The 
management finds a good demand for 
pocket knives and razors, and believes 
it pays to handle high-grade cutlery 
which can be offered to customers 
with a guarantee of satisfaction. 


The Motor Accessories 

High-grade spark plugs in popular 
sizes are carried, and, in company 
with other auto accessories, are re- 
garded as valuable trade builders. 
This store finds a steadily growing 
demand for auto accessories, and con- 
tinues to add to their customer list 
through the attractive display of pop- 
ular leaders in the auto accessories 
field. 

J. M. Vincent & Sons have a valu- 
able side line in the form of a harness 
department where sets of work har- 
ness, various styles of collars, repair 








January 27, 1921 


parts, etc., are displayed. This firm 
advertise and display their stock of 
harness with the same care given 
their regular stock of hardware, and 
are getting results in the form of in- 
creased sales. A few essentials re- 
garding the sale of leather goods in- 
clude attractive display, selection of 
quality harness and advertising the 
line. The stock of work harness car- 
ried by this firm is unusually com- 
plete. The sets of harness are dis- 
played near the center of the store, 
where they are certain to catch the 
eye of prospective customers. Heavy, 
fancy-trimmed harness, together 
with cheaper sets, make an assort- 
ment which permits a farmer to se- 
lect just what he needs. The man- 
agement finds that the average far- 
mer looks rather for service and ap- 
pearance than for cheapness when he 
buys a harness. 

While autos have taken the place 
of the driving horse, work horses and 


mules are still “in the ring’; so the’ 


demand for work harness is worth 
satisfying. Harness is regarded as 
a staple line at the Vincent store, and 
the sale of harness brings in much 
business which would otherwise be 
lost. 


Plenty of Paint Sales 


High-grade paint is carried by this 
firm. There are numerous property 
owners who need paint; but there is 
a difference between property owners 
needing an article and wanting it. 
J. M. Vincent & Sons transform the 
need for paint into a compelling want 
by educating property owners re- 
garding the value of paint, and prov- 
ing the high quality of the line they 
carry. They find it advantageous to 
handle an advertised line of paint. 
Paint which is well advertised and 
has the quality to back it up, sells 
quicker (and easier) than unknown 
brands. The distribution of color 
cards and advertising matter proves 
of assistance in awakening the paint 
demand. 

The introduction of new articles is 
an important part of the business- 
building mechanism employed by this 
firm. The favorable reputation of 
the store assists in introducing new 
articles to customers. A steady ef- 
fort is made to increase the volume 
of profitable sales. It is the firm’s 
intention to offer service which car- 
ries with it full value to customers. 
This is one reason why the list of 
Steady customers is increasing. 


Building a Reputation 


The Vincent store was not made 
popular in a day; its favorable repu- 
tation among customers was de- 
veloped gradually. 


HARDWARE AGE 
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The Window That Fooled a Dog 


ERE is the story of an adver- 

tisement, a cartoon, a dog and 
a window display. It all happened 
in Bishop, Cal., and contains as 
many ideas as there are topics cov- 
ered. To begin with Jack Foley, 
who has charge of the hardware de- 
partment for Watterson Brothers, 


for its many window displays that 
are reproduced and for the different 
ways in which windows can be ar- 
tistically arranged. When the 
hunting season came along he was 
all ready with ideas on just. what 
he wanted in the window, and tak- 
ing HARDWARE AGE for his basis 
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Left For 
Duck Hunting 


Cottontail & Brush Rabbit Season Closes Jan. 31st 


If You Have the Inclination 
We Have the Equipment 
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Courtesy of “The Hardware Age.” 


Sketch of an actual occurrence with 
Parker’s dog “Queenie.” | 


Watterson Bros., Inc. 


“THE WATTERSON STORE.” 


The Watterson ad with cartoon 


Inc., in Bishop, cartoons in his spare 
time and recently struck upon a 
great idea based entirely on facts. 

The window trimmer, who by the 
way has the best windows in that 
part of California, has for some 
time past studied HARDWARE AGE 


put in what is termed the classiest 
window seen in some time. In fact, 
it was so realistic that the town’s 
best hunting dog came to a full stop 
and started to point when he saw 
the ducks in the window. 
(Continued on page 90) 


























































IME was when the ready-made 
suit or “hand-me-down,” was 
adapted only to the favored 

few who measured up to the clothing 
schedule. To the rest of mankind it 
was a delusion and a snare. Now, 
however, with the variations of size 
and style—the slims, shorts and 
stouts—almost any man can acquire 
a tailored appearance for a ready- 
made price. The same thing is true 
with regard to the washing machine. 

In fact, one of the best selling 
points of the washing machine is its 
ability to fit into the most widely 
varied households. There is no home 
so elegant that the proper washer 
will be out of place in it, or will fall 
below the standards of the other 
equipment. There is none so humble 
that some model cannot be found to 
fill its simple demands at a price to 
fit the owner’s purse. The washing 
machine is as wide in its range of 
style, size, price, cost of operation 
and method of work as the field of its 
demand and_ use. 


ular make and model to satisfy his 
patrons and swell his own profits. 


Any hardware 
dealer anywhere can find the partic- = 


Fitting the Washer 


to Your Business 


Every Customer Wants Something a 
Little Special and You Should Be Able 
to Help Them Out with the Kind of a 
Washing Machine That Fits Their Needs 


and largest immediate profit. It is 
not always the line which has brought 
success to some competitor. The real 
question for every dealer to answer 
is: “What particular features in 
washing machines do my customers 
want?” 

The demand for anything is always 
the expression of something actual. 
It reflects a desire on the part of the 
public to buy the article from the 
dealer who has it for sale, and to 
pay for it. In the washer line de- 
mand has only to show itself in order 
to be satisfied, because the washing- 
machine industry is so vast and so 
thoroughly equipped that every con- 
dition of use and environment has 
been provided for. 


$100,000,000 in Washers for One Year 

It has been estimated by those who 
should know that the sales of electric 
washing machines during the past 
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Your President 


Find Kind and Type of Washer Your - 


Customers Will Buy 


The only reason for, turnover in 
any kind of merchandise is because 


people want the merchandise and are — 


willing to pay a reasonable price for 
it—a price which includes a profit to 
the dealer and a quantity sufficient to 
clear the shelves and allow replace- 
ment with fresh stock. 

As in any other line, the problem 
in regard to washing machines is one 


of kind and style which will sell to 
It is not a : 


the dealer’s customers. 
question of what the dealer himself 
prefers. Sometimes the proper line 
is not the one which is cheapest to 
handle, or which offers the quickest 


Matthias Ludlow, of 
the National Retail 
Hardware Association, 
has written -the edi- 
torial for the Spring 
Buying Number, our 
next issue. And That’s 
Not All—every story 
is a merchandising ar- 
ticle. 
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5 of advertised lines. 


year amounted to more than one hun- 
dred million dollars. It is further 
stated that the future shows a rea- 
sonable forecast of about $1,000 for 
every 1000 persons, to be spent for 
washers in places where electricity is 
available, and of a corresponding 
amount for other types of hand or 
power machines where the current is 
not to be had. 

Such a condition can only exist 
when a product meets the enormous 
variation that must be present in the 
living conditions of such a vast num- 
ber of people. It is reasonable to 
suppose, therefore, that there is a 
washing machine made by some one, 
somewhere, that will fit the needs and 
desires of your customers, regardless 
of whether your store is in a large 
city or in some remote small town. 
If you do not locate that machine 
and show it to your customers, you 
are overlooking one of the soundest 
and surest opportunities for profit 
that has ever come to the hardware 
dealer. 


Study the Advertising of Washing 
Machine Manufacturers 


One of the best guides in selecting 
a line of washing machines is the ad- 
vertising of the various manufactur- 
ers. A study of this advertising al- 
lows the dealer to make comparisons 
and to contrast the various makes. 
It is more important that the proper 
selection be made than that a hurry- 
up line be installed in the store. 
Don’t hurry. Use judgment and dis- 
cretion. The washing machine is 
here to stay, and the business you 
want is of the steady, permanent 
type. Study the various selling points 
Take the oppor- 
tunity to visit one or two demonstra- 
tions of different makes. Ask the 
opinion of other dealers similarly sit- 
uated. Above all, ask the women who 
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use washers to tell you their experi- 
ences and don’t decide until you have 
analyzed their viewpoints. Then get 
the machine your trade wants, for it 
is to be found if you search for it. 
Competition has brought the 
washer to a wonderful degree of per- 
fection, and its advertising to a clear, 
practical statement of facts from 
which you can make a logical selec- 
tion that will sell and pay a profit. 


Arguments Which Influence Sales 


After the proper line of washing 
machines has been selected and ush- 
ered into stock, the successful dealer 
will see to it that his salesforce thor- 
oughly understands every pattern in 
the line and is fortified with real 
sales arguments. Much of this infor- 
mation can be gleaned from the man- 
ufacturers’ advertising and litera- 
ture. In fact, it is good policy to 
carefully study the maker’s adver- 
tisements as they appear in the trade 
journals, adopting all new ideas and 
arguments presented. There are also 
many general sales arguments which 
may be used to advantage. 

There are and always will be many 
matters of household routine to 
which the housewife must give per- 
sonal attention. These include look- 
ing over garments, mending and con- 
serving them. When the burden of 
clothes rubbing is taken from her, 
she will naturally find increased time 
for the duties and services which 
transform a house into a home. She 
likewise will find more time to im- 
prove her mind and to mingle in the 
social activities which keep a woman 
young and attractive. A washing 
machine does the wash not only 
quicker but better than it can be done 
by hand. Don’t forget to impress 
this fact on your customers. 

It is also well to impress upon the 
hesitating customer the fact that an 
electric washing machine can be 
pressed into service almost anywhere 
she wishes. The limit is bounded 
only by the length of the wire cord 
used. Many times the machine is 
established on the porch, in the wood- 
shed or in some odd corner. Tell 
this to the customer who may be 
hesitating merely because she does 
not want the machine in her kitchen. 
Electricity is extremely obliging, and, 
unlike the average maid, will work 
anywhere. 

Washer Fits in Anywhere, But Its 

Real Place Is In the Old Fashioned 

Home 


A washing-machine manufacturer 
recently won a wager when, attired 
in a full dress suit with high collar, 
patent-leather shoes, and all the 
“trimmings,” he did an entire wash- 
ing in a machine placed in an elegant 
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drawing room without any evidence 
of wear to himself or his surround- 
ings. Of course, this represented an 
extreme, and was impractical for 
anything beyond the momentary 
event. However, it did demonstrate 
the possibilities of the washer in the 
most fastidious and elegant sur- 
roundings, and the opportunity for 
sales of very finely finished models 
to fit households where the entire 
equipment is on a plane of beauty 
and high cost. 

Be that as it may, the stronghold 
of the washing machine is the good 
old-fashioned American home. In 
any industry, which has the scope of 
the washing-machine industry, there 
are naturally extreme examples, but 
in the home where the wife and 
mother reigns supreme and where 
common sense and intelligence mark 
the daily routine, the washing ma- 
chine has carved out a real place for 
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itself. From this stronghold the 
washer is rapidly spreading into all 
kinds of human habitations. 

No nation is greater than the men 
that its women bring into the world, 
and no one has yet found anything 
that sends them forth so_ well 
equipped for the battle of life as the 
plain, old-fashioned home, which has 
nothing old-fashioned about it but 
the name. 

The man in this type of home 
wants to save his wife all the drudg- 
ery possible, and he is usually finan- 
cially able to buy her a washing ma- 
chine of the type adapted to her 
needs. All he needs is to be shown. 
In other words, “he is from Mis- 
souri.” Tell him the facts and his 
washer money is yours. 

Fit the washing machine to your 
business and your business to your 
trade territory. The profits will take 
care of themselves. 

















Washers are most adaptable merchandise. 


They fit in anywhere 
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A Fish Story on Salesmanship 


The Salesmanager Tells How the Persistent F isher- 
man Got the Best Fish by Trying Out Different Kinds 
of Bait Until He Had Found What the Fish Wanted 


I tell this tale not because I 

like to hold my deficiencies up 
to the light of day, but because I be- 
lieve that the telling of this tale will 
do those who read it with an open 
mind more good than the telling of it 
will do me harm. 

For the past seven years I have, 
each summer, hied myself to the 
quietude of the northern Wisconsin 
woods, there to commune with nature 
and give nature its annual chance to 
scorch my back and arms, to -inflict 
upon me the ivy itch, and also to ac- 
cumulate material for big tales of 
large catches of fish and bigger ones 
that always got away. 

The first year I went there the 
“oldest inhabitant” of the little town 
that skirts the western shore of the 
lake told me that there were large 
quantities of wall-eyed pike in the 
lake, and exhibited to me a sample 
of the size usually caught by him, 
it had been stuffed and hung in the 
little office of the town tavern. 

And every year since then I have 
used up all kinds of bait and all my 
vocabulary of cuss words on those 
fish—without success. This year, 
when I went to the lake I invited a 
friend to go along. 

He is a real fisherman, a doctor by 
profession, but possessed of qualities 
of salesmanship that—if I had 
twenty men traveling for this com- 
pany who were capable of exhibiting 
the same persistency in selling goods 
that this man exhibited in going 
after those pike—I would bet the 
last dollar I possess that I could 
double the sales of this company in 
1920. 

All he wanted to know was that 
there were fish in that lake. He 
would get them! And he did! But 
he did not go after them as I had. 
If he had, he would have failed, just 
as I had failed. 

All fishermen know that pike in- 
habit that part of the lake where 
there are rock beds. 

I had taken some other fellow’s 
word for where these rock beds were. 
Not so with my friend. He did his 
own surveying. 

He tied a piece of gas pipe onto a 
100-foot line and took soundings all 
over that lake. When he hit the rock 


T HIS is a tale of my deficiencies. 


I could hear the clink of the iron on 
the stone. A reading on the gage on 
the line showed 60 feet of water. 


The Bait He Tried 


Having located the rock bed, he 
proceeded to fish. First he tried 
crabs; the pike would not bite. Next 
he tried frogs—they would not bite. 
Then grubs. Then angle worms. 
Then minnows—but no bites. He 
pulled anchor and went to shore, se- 
cured a minnow net, and we repaired 
to a small lake near by. One drag 
of that net and we had 100 pounds of 
what he called mud minnows, a black 
and ugly looking thing, and I very 
wisely told him the pike would not 
take that kind of minnow. But like 
a real salesman—he knew! He didn’t 
guess when he went after fish. 

Back to our rock bed we went 
and baited our lines with mud min- 
nows, and hardly had I played out my 
60 feet of line when there was a vio- 
lent tug at my line; my pole bent 
sharply, almost to a breaking point, 
and in another instant I was reeling 
in that line as fast as I could. My 
reward for such agility was a three- 
pound pike, soon lying at my feet in 
the boat. 


Now For the Real “Fish Story” 


In three hours he and I took 65 
pike out of that lake.’ That lake that 
I had tried to catch pike in for seven 
years was yielding up its food from 
a depth of 60 feet to a real master 
of fishing—to a man who had the 
persistency, coupled. with knowledge 
of attack, that “brought in the 
bacon.” 

The next day we took a turn at the 
brook trout in a nearby stream, and 
after a delightful afternoon of fish- 
ing, during which;time we had accu- 
mulated a well-filled basket of trout, 
and were about ready to return to the 
camp, my friend spied a big rainbow 
trout, partially hidden under an old 
log in the stream. 

The old trout was an old seasoned 
sea-dog. It was not difficult to be- 
lieve that many and many an angler’s 
heart had come into his mouth at the 
sight of him—only to have that same 
heart sink into his shoes after num- 
berless vain attempts to hook him. 

To-day two master minds were to 
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meet, and, sensing a battle royal, I 
sat down in the shade to watch. 
Could my friend do what dozens of 
other men had tried to do and failed? 
Would my friend, like others who 
had passed that way before, have to 
lower his shield and acknowledge 
defeat? 


Landing the Big Fish 


Carefully my friend laid out his 
plan of attack. There was no guess- 
work about his movements—every 
act had been carefully thought out 
before it was executed. 

First, he tried several flies, with- 
out interesting Mr. Trout. Then 
worms—nice fat ones—but they 
were not on Mr. Trout’s bill of fare. 
Then grubs, and still Mr. Trout 
stuck to his hiding place. 

A nearby pond contributed some 
fine, young green frogs, but Mr. 
Trout had no interest in frogs, and 
after each trial I quietly remarked 
to my friend that he would better 
give up the job, but apparently he 
never heard me. 

After he had tried all the styles of 
bait he had about him, and I thought 
he was ready to acknowledge defeat, 
he suddenly dropped his pole, walked 
over to the stump of a birch tree, 
kicked it over and made a dive for 
something on the ground. When he 
returned to the stream, he was carry- 
ing a half-grown field mouse. 

Hooking Mr. Mouse through the 
back of the neck, he dropped him into 
the water just above the log under 
which Mr. Trout was hiding. 

Just as the mouse floated past that 
log there was a flash of rainbow 
colors in the water as the trout broke 
water in his rush for that mouse! 

Then began rushes and plunges 
and leaps in the air as the master of 
the stream fought to free himself 
from that hook. 

The fight lasted about ten minutes 
and then a rainbow trout was tucked 
away in the basket and we were on 
our way back to the camp. 

The mighty lesson in this tale, I 
am sure I do not have to point out 
to any of my readers. 

Persistence, coupled with plans 
carefully thought out, and a knowl- 
edge of the subject—you cannot beat 
that trinity. 















same writing table in the hotel 
as that occupied on the other 
side by Burdick, my traveling sales- 
man friend. I discovered him when 
I looked up some minutes after he 
had sat down there opposite me. I 
might not have looked up then had it 
not been for a smothered exclama- 
tion that sounded like an emphatic 
condemnation of the blotter he held 
in his hand while he viewed a badly 
inked letter on which the blotter had 
spread ink, instead of taking it up. 

“What’s the matter?” I asked. 

“It’s you, is it?” said he grouchily. 
“Well, did you ever see anything like 
these cursed blotters? Why in Sam 
Hill can’t this hotel supply good 
blotters instead of these slices of 
board that won’t take up ink any 
more than a stove lid would?” - 

“They get these free,” I suggested 
in explanation. 

“That doesn’t make ’em any bet- 
ter. Of course they’re advertising 
blotters and—my gosh, they’re from 
our friend Jackson at that! Now 
what do you think of that? Does it 
make you want to go there and buy 
a stove of him? It does not. It 
makes you want to go there and give 
him a swift kick where it would do 
the most good. He probably calls 
it advertising to leave some of these 
sheet iron shingles around in the 
hotels.” 

“I judge you don’t think much of 
blotter advertising,” I remarked. 

After tearing up the ruined letter 
and depositing the bits in the waste 
basket, Burdick said: 

“You judge wrong. I believe 
blotters can be made good advertis- 
ing, but Jackson sure fell down on 
the job this time. These blotters 
aren’t advertising matter; they are 
profanity producers. They’d en- 
courage even a mule-skinner to extra 
efforts in plain and fancy swearing. 
Why doesn’t he pay enough for his 
blotters to get real blotters? Then 
they would do him some good—if he 
distributed them in the right place 
the right way.” 


J same w myself seated at the 


“A good many ifs in the way,” I 
objected. 


The Value of “If” 


“Sure, but isn’t that true what- 
ever you do? You get there if you 
try hard enough. Now, in the first 
place, Jackson is in the hardware 
business, so naturally, he doesn’t ex- 
pect to sell much stuff to transients 
who pass through town, only spend- 
ing a night in this hotel. This isn’t 
a town to which people come to buy 
hardware, stopping at the hotel 
while here for that purpose. If he 
happened to be selling cigars or 
meals, this might be a good place 
to distribute his blotters, if they 
were good blotters. 

“The people he wants to reach 
with his advertising are people who 
buy hardware store goods, the men 
and women of his community So, 
it seems to me, he ought to try to 
get the blotters into their hands. 
He ought to distribute blotters in 
business offices, clubs, and all sorts 
of places where local business men 
and other residents use the writing 
tables. A good place would be the 
lobby of the bank or the post office 
or the telegraph office. Any place 
where blotters are needed and used 
is a good place to put them—except 
right here in the hotel writing 
room, and maybe it wouldn’t do any 
harm here at that if the blotters 
were good ones. 

“As to getting them into the hands 
of the women of the town, he ought 
to mail them blotters of a smaller 
size than are used for business 
men’s offices, and of a better appear- 
ance. They ought to look nice 
enough for the woman’s writing 
desk. A woman cares a good deal 
about the looks of the blotter she 
puts on her desk and a man cares 
a good deal about its blotting qual- 
ity. Isn’t that right?” 

I admitted that personally I liked 
a large blotter that would take up 
ink quickly and that would at least 
cover a check without going twice. 

“You know you do,” said Burdick 
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Poor Advertising Is 
Worse Than None 


What the Traveling Man Thought of the 
Blotters He Found in the Town Hotel— 
The Proper Place for the Proper Special 
Advertising Counts for a Great Deal 


By FRANK FARRINGTON 


emphatically, “and so does any busi- 
ness man. I'll tell you what I saw 
in the way of a hardware man’s ad- 
vertising blotter the other day. It 
was a long blotter of good stock with 
a smooth top and on the top there 
was a calendar for the current 
month. He had a list of business 
men and he sent each of them a blot- 
ter on the first of each month. Each 
blotter had the new month’s calendar 
on it and a clever little ad about 
something that man would probably 
be interested in. Some of these 
were mailed and some were dis- 
tributed in the offices by a boy from 
the store. 

“That hardware dealer told me he 
could count quite a good many 
orders that had come from that ad- 
vertising and he had secured some 
new customers who kept coming. 
He is planning now to take on a line 
of metal office furniture an4 safes 
and use these blotters to advertise 
the line to business people, and of 
course he’ll use other advertising 
too. 

“Sometimes some little advertis- 
ing stunt that lands just one cus- 
tomer wilk prove mighty profitable 
because that one customer turns out 
to be a good buyer. There isn’t as 
much room for an advertisement on 
the smaller size of blotters such as 
women like, but you can leave off 
the calendar and use a neat little ad. 
I’ve got to hand it to a fellow who 
gets out one of those every month 
for his mailing list of women and 
puts on every one a little four line 
verse advertising household hard- 
ware. One of them went like this: 


If you want a tea kettle 
You can count on to wear, 
We have them as good 
As you’ll find anywhere. 


“Then he’d have his store name in 
neat letters, with address and ’phone 
number, and maybe a line about 
some new thing just in stock.” 

“Not every hardware man would 
be enough of a poet to get up those 

(Continued on page 90) 
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Rigging Out the Ships with Hardware 


The Mission of Marine Hardware as Explained by 
Scott Brothers, Marine City, Mich., Who Have Built 


Up a Three Time Turn Over Business with It 


ARINE hardware is a term 
M eve to designate a large 

number of manufactured ar- 
ticles that are indispensible for the 
construction, operation and repair of 
boats. There is probably not a hard- 
ware dealer in the country, whether 
he is located on the sea coast or in 
the heart of the midland prairie, who 
does not carry in stock some article 
that is listed under the general head- 
ing of marine hardware. 

To enumerate even a partial list of 
the many articles that come under 
this broad heading would probably 
fill a catalogue as fat as any mail or- 
der house has ever published. As an 
illustration of this we recently vis- 
ited a dealer who specializes in ma- 
rine hardware. From a position not 
more than seven feet across the 
threshold our eyes could observe a 
surprising number of articles more 
or less common to every hardware 
store such as the following: 


Bolts, nuts and rivets; hawsers, 
rope and twine; all kinds of carpen- 
ters’ and mechanics’ tools; nails, 
screws, brads and tacks; cable and 
chain; rules and tapes; crow bars, 
axes, hatchets and adzes; marine 
paints, oils, varnishes and polishes; 
wax; rosin; lubricants; bells of 
all kinds; brushes; brooms; lamps 
and lanterns of all shapes, sizes, 
colors and designs; megaphones; 
galvanized pails and pumps; pul- 
leys; engine packing and engine 
parts; oars and paddles; fog horns; 
oil cloth; rubber boots; oil-skin slick- 
ers and hats; compasses; ship clocks; 
steering wheels; oil cans; valves, 
gages, cocks, funnels and faucets; 
pipe of all kinds; precision tools; tar, 
rosin, calk and chalk; ship builders’ 
tools, fish hooks, lines, reels, and 
nets; cork bumpers; anchors; hooks; 
crab nets; electrical specialties; cot- 
ton waste; sand and emery paper; 
tool handles; sail cloth; flags and 














Scott Brothers know what are wanted on Great Lake steamers 
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bunting and many other things. 

The demand for marine hardware 
is not limited to the Atlantic or the 
Pacific coasts nor to the seaports 
along the Gulf of Mexico. In the 
north central part of the United 
States is a little hamlet known as 
Marine City, which is situated on the 
St. Clair River between Lake St. 
Clair and Lake Huron. All boats 
passing from Lake Erie into Lake 
Huron have to use the St. Clair River 
and pass Marine City en route. 

Now there are three brothers at 
Marine City engaged in the hard- 
ware business, who are particularly 
interested in ship and engineers’ sup- 
plies. Any experienced seaman who 
has sailed the Great Lakes can tell 
you about the Scott Brothers of Ma- 
rine City. We recently asked A. J. 
Scott, secretary of the Scott Broth- 
ers Hardware Company to give us a 
little “inside” information about the 
best way of conducting a marine 
hardware business. His reply was 
brief but interesting. 

“I guess you don’t know me very 
well,” he said, “or you would have 
known better than to put this up to 
me, as I have no ability along this 
line and never write articles for pub- 
lication. 

“We have never pulled off any spe- 
cial stunts. Our business in this line 
has been built up by our keeping a 
well assorted stock of the goods de- 
manded in this particular port, and 
by giving prompt service as to de- 
liveries and so forth. I have a large 
acquaintance with the marine men, 
and sailed on the Great Lakes prior 
to going into the hardware business, 
which experience put me in a posi- 
tion to know the goods and the re- 
quirement of the trade in this line.” 


Excellent Windows 


Because of the exceptionally good 
window trims that we saw, we ven- 
tured to ask Mr. Scott what propor- 
tion of his sales he would roughly es- 
timate were brought about as a re- 
sult of his window displays. He re- 
plied that “it would be hard to tell.” 
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But judging from the quality of the 
displays we would be tempted to be- 
lieve that the proportion would be 
quite large. The reader can draw his 
own conclusions from the _ photo- 
graphs of the displays that are pub- 
lished with this article. 

Following this line of thought we 
asked Mr. Scott if he regarded win- 
dow displays as a direct or indirect 
assistance to sales. His reply was 
emphatic and to the-point. 

“Both,” he declared. 

He said that a conservative esti- 
mate of the marine hardware stock 
that he and. his brothers carried 
would place the value at about $5,000, 
and that they turned their stock over 
three times each year. Which is evi- 
dence enough that he and his broth- 
ers hold sound convictions about the 
value and importance of as rapid a 
turn-over as possible. It might also 
be noted in connection with this 
phase of the subject that it requires 
no small amount of merchandising 
ability to turn over a five thousand 
dollar stock of marine hardware 
three times a year because, strictiy 
speaking, every article of marine 
hardware has its own specific purpose 
and is used for the most part only by 
specialists. 

Scott Brothers do a certain amount 
of consistent newspaper advertising 
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One of the Windows of Scott 


from which they have had satisfac- 
tory results. Newspaper advertising 
by its continual repetition gives the 
name of any store a certain amount 
of prestige in the minds of the gen- 





Brothers, Marine City, Mich. 


eral public, and creates confidence in 
the mind of the casual buyer which 
in the long run crystallizes into a con- 
crete foundation of good-will and 
steady patronage. 


Helping the Hardware Dealer in Holland 


VER in Holland they are read- 


ing HARDWARE AGE. 
Harms of Amsterdam writes 


Joseph 
the 


following: “Regular Reading of 
HARDWARE AGE gave me the idea 
for this window. It gave me much 
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The Holland grinder window display 


success and a big sale. I wish you 
a Merry Christmas and a Happy 
New Year.’ While the holiday 
greeting came a little late we 
wished him the same thing right 
back and herewith reproduce the 
window which he speaks of. 

Mr. Harms has evidently caught 
the right idea in window displays, 
for an American Indian displayed 
in Holland is as much of an attrac- 
tion as a native of Holland would 
be in an American window. He has 
combined the unusual with an 
American product with the result 
that his sales increased and he has 
proved himself a progressive mer- 
chant ready to grasp opportunities 
when presented. 

If the ex-Kaiser between wood 
chopping chances to pass Mr. 
Harms’ store he will doubtless re- 
ceive a severe shock at seeing an 
American in full fighting regalia. 

The peaceful Hollanders, how- 
ever, will stop in admiration at the 
display. 








The Proposed. Tax on Turnovers 
How the New Idea Might Affect Everyone 


Along the Line from Manufacturer to Re- 
tailer—The Effect on Hardware Distribution 


By FAYETTE R. PLUMB 


‘been given to the proposal 

that a tax should be levied at 
a small rate on every sale or turn- 
over of goods, wares and merchan- 
dise. This proposal has been ex- 
panded to include sales of services, 
real property, capital assets, etc., 
and on rent and interest. Some, 
seeing the objections to a tax on 
every sale at each turnover, pro- 
pose a tax on all final sales. Gen- 
erally, however, most sentiment has 
crystallized behind the proposal for 
a tax at a small rate, spoken of as 
at 1 per cent, on the sale at every 
turnover of goods, wares and mer- 
chandise. 

It is claimed that such a tax 
would produce sufficient revenue to 
abolish practically all other taxes 
on business and to considerably re- 
duce the higher surtaxes on per- 
sonal income. To accomplish these 
purposes the tax would have to 
produce a revenue of about two 
billion dollars. Such a _ proposal 
makes a very strong appeal. The 
ordinary business man visualizes 
himself drawing a check once a 
month or once a quarter for one 
per cent of the amount of his sales 
for the preceding month or quarter 
and being rid of his tax worries 
thereby. In the first place, the rate 
of the tax to produce this much 
revenue would not be 1 per cent, 
but 2 or 3 per cent, depending on 
how many exemptions from the tax 
were made by Congress. Business 
men are also attracted by the argu- 
ment that they would be paying 
their taxes currently and not piling 
up a liability for a whole year 
which they would have to pay in 
the following year. The matter of 
paying a sales tax would be simple 
compared to the complexities of the 
excess profits tax, but nearly every- 
body agrees that the excess profits 
tax should be repealed. The “pay- 
as-you-go” principle would have 
this disadvantage, that in the first 
year it was applied, a business 
would have double taxes to pay— 
the sales taxes for the current year 
and the taxes levied against income 
and profits of the preceding year. 


C ONSIDERABLE publicity has 


How It Would Work Out 

The strong appeal which the 
Sales Tax makes is that business 
organizations will simply act as 
collecting agencies for the Govern- 
ment; that the tax will be passed 
on to the consumer. It is generally 
suggested that it should be added 
as a separate item at the foot of 
each invoice. This sounds easy 
and might have been possible on an 
advancing market when there ap- 
peared to be no limit to the prices 
consumers would pay. At the pres- 
ent time, however, the effort of 
every line of business is to so re- 
duce its costs as to be able to sell 
its product at prices which consum- 
ers will pay. 

Even a tax of 1 per cent on his 
gross sales would under normal 
conditions be as much as a tax of 
40 per cent of the net profits of the 
average hardware jobber. This is 
based upon the fact that the aver- 
age hardware jobber turns his 
capital four times a year and makes 
a net profit of 244 per cent at each 
turnover. Could the average hard- 
ware jobber pass on to the retail 
trade a tax equivalent to 40 per 
cent of his net profit, which the 
mail order houses do not have to 
pay? Suppose the rate were 2 per 
cent or 3 per cent. What would be 
likely to happen? The tax proposed 
would be levied on each turnover 
in the case of hardware, for in- 
stance, on every sale.of every item 
entering into the cost of making 
the article from the ore in the 
ground and the timber in the 
forests to and including each sale 
of the finished article. 

What would the final invoice look 
like by the time it reached the re- 
tailer if every time the tax was paid 
it was added and passed on? What 
would a hardware jobber do if one 
manufacturer added a cumulative 
tax of, say 5 per cent, to his invoice 
and another manufacturer added 2 
per cent covering invoices for a 
competing article? This would 
occur if all the taxes were passed 
on, because certain manufacturers 
would avoid payment of the tax 
from the fact that they carry on 
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several consecutive processes, 
whereas in other cases the tax 
would have to be paid on the sale 
after each process. 

How would a manufacturer sell- 
ing the hardware jobber who in 
turn sells the hardware retailer 
compete in getting his goods to the 
consumer on an equal basis with a 
manufacturer who sold directly to 
one of the large mail order houses, 
or to a co-operative association of 
retailers, or who might, for in- 
stance, have his own chain of retail 
stores or retail selling agents? In 
such a case the product of the 
manufacturer distributing through 
regular established channels would 
be subject to a tax on his sale to 
the wholesaler, a tax on the sale by 
the wholesaler to the retailer, and 
a tax on the sale by the retailer to 
the consumer. The catalogue house 
who manufactured their own hard- 
ware would pay only one tax in- 
stead of three, namely, that on the 
sale to the consumer. The manu- 
facturer with retail stores would 
also pay only one tax. The cata- 
logue house or the association of 
retailers who bought directly from 
the manufacturers would avoid 
paying the tax which the jobber 
would have to pay, and this would 
be equivalent to penalizing the 
average jobber 40 per cent of his 
net profits if the tax were at only 
a 1 per cent rate. 


The Jobbers Side 


What effect would such a tax as 
this if continued for any length of 
time have on the distribution of 
hardware? Would not certain 
hardware jobbers demand either 
that the manufacturer should pay 
their tax as well as his own, or else 
that he should place his goods with 
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them on consignment and allow 
them to sell as his agent, thus 
avoiding the tax? Assistant Sec- 
retary of the Treasury Leffingwell, 
in recently commenting on the dif- 
ficulty of estimating the yield of 
the turnover tax, well said that 
such a tax would in five years revo- 
lutionize present methods of doing 
business, because means of getting 
around the intermediate turnover 
tax would be devised and put into 
effect. Can business men look with 
equanimity upon a temporary tax 
which may change business prac- 
tices that have proved their eco- 
nomic soundness by surviving the 
stress of competition? 

The Tax Committee of the Na- 
tional Industrial Conference Board 


HARDWARE AGE 


recommends that the excess profits 
tax should be repealed, that sur- 
taxes on personal income should be 
reduced; and proposes to raise this 
revenue partly by an increase in 
the corporation income tax, which 
is fair if the excess profits tax is 
to be abolished; partly by increases 
in the present documentary stamp 
taxes, and the remainder by in- 
creases in customs duties, accom- 
panied if necessary by sales taxes 
on commodities, which, while not 
absolute necessities, are of such 
widespread and general use, so well 
established in their distribution, 
and the demand for which is so 
constant, that none of these quali- 
ties would be adversely affected by 
the imposition of the tax. 


The Value of the Electric Sign 


The Store That Is Located on the Dark Street 
Can Get Customers if It Is Well Lighted at Night 


OST business men are agreed 

M that the low ebb of the na- 

tion’s buying has been passed 

and that from now on we will witness 

a constant, steady increase in busi- 
ness. 

Department of Labor officials re- 
port that unemployment is decreas- 
ing. Many factories which were 
closed have resumed their activity. 
Advertising agencies find many calls 
for their assistance from business 
men who believe that the year 1921 
will reward those who fight for busi- 
ness. 

It was universally agreed some 
time ago that the ‘“order-taking” 
days were over and that to obtain 
business now it is necessary to go 
back to the old methods of real sell- 
ing, as in the days before the war. 

The war demonstrated the value 
of advertising. One of the very 
effective means used in all countries 
in fighting the war was publicity. 
Heads of many old conservative con- 
cerns who formerly scorned adver- 
tising are now knocking at the doors 
of advertising agencies. They ap- 
preciate that if they are to get their 
share of this year’s business they 
must fight for it. 

The retailer must do his share. 
The average retailer, because of the 
nature of his business, cannot use 
the advertising means of wholesalers, 
but he has a very effective means of 
rublicity at his disposal, namely, the 
electric sign. Regardless of where 
he is located—on a dark side street 
or a brilliantly lighted business 
avenue—the electric sign has a value 


to him worth many times its cost. 
It is no exaggeration to say that the 
retailer who does not take advantage 
cf the advertising power of the elec- 
tric sign is annually permitting many 
dollars in potential profits to go to 
waste. 


The Effective Electric Sign 


By means of an electric sign a re- 
tailer may advertise at less cost to a 
larger number of potential customers 
than by any other medium. The 
sign is located outside of his place 
of business and is seen by all who 
pass directly by it or within a dis- 
tance of two or three blocks—per- 
sons who frequent the neighborhood 
of his store, and therefore logical 
customers. 

The electric sign is valuable to the 
retailer in other ways. It identifies 
the location of his store in the minds 
of the public. It gives his store an 
attractive, bright, prosperous and 
stable air, which increases its draw- 
ing power and instills confidence in 
the potential customers. 

An electric sign not only advertises 
the store after nightfall. It has an 
equal advertising value during the 
day. As an example, consider the 
porcelain enameled steel blue and 
white signs which are familiar on 
the streets of most of our cities, 
probably because retailers have 
found them to be the most practical. 
They withstand weather. They do 
not fade and need never be painted. 
When they become soiled they may 
be washed with soap and water and 
look like new. They last indefinitely. 
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The Committee feels it is better 
to select such commodities intelli- 
gently than to levy a general tax 
without knowledge or investigation 
of the effect or the practicability of 
collecting such a tax. Such a tax 
would be levied at some one point 
in the progress of the commodity 
from the raw material to the con- 
sumer, but would not be a turn- 
over tax or a tax on the final sale 
of every commodity which it would 
be impractical to collect. It would 
be better for business men to unite 
on a practicable, conservative pro- 
gram for changes in our revenue 
laws which have a fair chance of 
accomplishment than to seek for 
such a panacea as a general sales 
tax, which is uncertain and unjust. 


This year will reward business men 
who fight for business. The intelli- 
gently aggressive merchant will 
prosper—he will take advantage of 
the opportunities before him and 
place in front of his store an electric 
sign. 


Nine New Sales Centers 


The Ajax Electric Specialty Co., St. 
Louis, Mo., has appointed nine sales 
representatives to distribute its prod- 
ucts throughout the country. 

Clarence P. Denny, 524 First Avenue, 
South Seattle, Wash., will handle 
Washington and Oregon; A. C. Riddell, 
Higgins Bldg., Los Angeles, Cal., and 
Marvin Bldg., San Francisco, Cal., will 
handle California, Nevada, Arizona, 
New Mexico, and the city of El Paso, 
Tex.; Kiser, Ackermann, Gardner Co., 
240 South Sixth Street, Salt Lake City, 
Utah, will handle Utah, Idaho, Montana 
and Wyoming; Kirtz-Bruhm Co., 506 
Liberty Bldg,, Buffalo, N. Y., will handle 
New York State exclusive of New York 
City, western part of Pennsylvania and 
the State of Ohio exclusive of Cincin- 
nati; the Electrical Sale Co., Kenyon 
Bldg., Louisville, Ky., will handle Cin- 
cinnati, Ohio, and Touisville, Ky.; 
F, W. Oettinger Corp., Grand Central 
Palace, New York, will have charge of 
Philadelphia, Baltimore, Md., Washing- 
ton, D. C., and the New England 
States; O. T. Jenkins, 414 Dallas County 
Bank Bldg., Dallas, Tex., will handle 
Oklohama, Texas, New Mexico and 
Shreveport, La.; Walter Ehamn, 421 
Hall Bldg., Kansas City, Mo., will 
handle Kansas, western Missouri, Iowa 
and Nebraska; J. A. Jacobsen, 17 North 
Wabash Avenue, Chicago, will sell in 
Chicago, northern Indiana and Wis- 
consin. 

Charles H, Armstrong, secretary and 
treasurer of the Armstrong Mfg. Co., 
Bridgeport, Conn., died Jan. 1, 1921. 
His death comes as a distinct loss to 
his business associates and his many 
friends. 


























































































MIssouRI RETAIL HARDWARE Asgsgo- 
CIATION CONVENTION AND EXHIBITION, 
Planters Hotel, St. Louis, Jan. 25, 26, 
27, 1921. F. X. Becherer, secretary, 
5106 N. Broadway, St. Louis. 


MOUNTAIN STATES HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Brown Palace Hotel, Denver, Col., Jan. 
25, 26, 27, 1921. W. W. McAllister, 
secretary-treasurer, Boulder, Col. 


KENTUCKY HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CON- 
VENTION AND EXHIBITION, Armory, 
Louisville, Jan. 25, 26, 27, 28, 1921. J. 
M. Stone, secretary-treasurer, Sturgis. 


INDIANA RETAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 
TION, Athenaeum Hall, Indianapolis, 
Jan. 25, 26, 27, 28, 1921. G. F. Sheely, 
secretary, Argos. 


OREGON RETAIL HARDWARE AND ImM- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Portland, Jan. 25, 26, 27, 28, 
1921. E. E. Lucas, secretary, Hutton 
Building, Spokane, Wash. 


WEST VIRGINIA RETAIL HARDWARE 
DEALERS’ ASSOCIATION CONVENTION AND 
EXHIBITION, Huntington, W. Va., Feb. 
1, 2, 3, 1921. James B. Carson, secre- 
tary, 1001 Schwind Building, Dayton, 
Ohio. 


NEBRASKA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Omaha, Feb. 1, 2, 3, 4, 1921. Headquar- 
ters will be at the Rome Hotel and Ex- 
hibition at the Auditorium. George H. 
Dietz, secretary-treasurer, 202 Hall 
Hardware Block, Lincoln. 


WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee, Feb. 2, 3, 4, 1921. P. J. 
Jacobs, secretary, Stevens Point. 


PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Philadel- 
phia, Feb. 8, 9, 10, 11, 1921. Sharon 
E. Jones, secretary, 1314 Fulton Build- 
ing, Pittsburgh. 

MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 8, 9, 10, 11, 1921. 
Arthur J. Scott, secretary, Marine City. 
Earl S. Judson, exhibit manager, 248 
Morris Avenue, Grand Rapids. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Okla- 
homa City, Feb. 8, 9, 10, 11, 1921. 
W. B. Porch, secretary-treasurer, Okla- 
homa City. 

NortH DAKoTA RETAIL HARDWARE 
ASSOCIATION AND EXHIBITION, Fargo, 
Feb. 8, 9, 10, 11, 1921. Exhibit will be 
held in the Municipal Auditorium, Feb. 
8, 9, 10. 1921. C. N. Barnes, secretary, 
Grand Forks. 

ONTARIO RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hamilton, Ont., Feb. 14, 15, 16, 17, 
1921. Association headquarters, Royal 


Coming Hardware Conventions 


Connaught Hotel. Exhibition head- 
quarters, Armories Building, James 
Street North. W. F. Macpherson, sec- 
retary, Prescott, Ont. 


CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
San Francisco, Feb. 15, 16, 17, 1921. 
Le Roy Smith, secretary, 112 Market 
Street, San Francisco. 


ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, IIl., Feb. 15, 
16, 17, 1921. Leon D. Nish, secretary, 
Elgin. 


MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Auditorium, St. 
Paul, Feb. 15, 16, 17, 18, 1921. H. O. 
Roberts, secretary, Metropolitan Life 
3uilding, Minneapolis. 


OHIO RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Colum- 
bus, Feb. 15, 16, 17, 18, 1921. Hotel 
headquarters, Deshler Hotel. Exhibi- 
tion in Memorial Hall. James B. Car- 
son, secretary, Dayton. 

NEW ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics’ Building, Boston, 
Mass., Feb. 21, 22, 23, 1921. George A. 
Fiel, secretary, 10 High Street, Boston. 

IowA RETAIL HARDWARE ASSOCIATION 
AND EXHIBITION, Des Moines, Feb. 22, 
23, 24, 25, 1921. A. R. Sales, secretary- 
treasurer, Mason City. 


The Michigan Convention 


“Exhibits will surpass all past years 
and attendance promises ‘to be the 
largest and most interested we have 
ever had,” writes Secretary A.J. Scott, 
of the Michigan Retail Hardware As- 
sociation. 

The Wolverines gather at Grand 
Rapids Feb, 8 for a three-days show 
and convention. The program is notable 
for a large number of short addresses 
on “brass tack” subjects of practical 
benefit to the hardware men. No long- 
winded addresses will be tolerated. 

Among the topics are “Merchandis- 
ing Problems,” “Are Youa Getter, a 
Giver or a Taker?” “Store Policy,” 
“Collections Your Business Barometer,” 
and “How to Increase the Dealer’s 
Profit,’ and many other equally inter- 
esting themes. President J. H. Lee, 
Muskegon, and National President 
Mathias Ludlow, Newark, will be pres- 
ent. Mr. Ludlow speaks on “Excess 
Profits.” 

The entertainment “cocoanut is filled 
with rich, tempting milk.” A first- 
class vaudeville show, supplemented 
with a special film showing the manu- 
facturing of rope and twine, will fill 
one evening. On Thursday night the 
spacious Coliseum will house a monster 
banquet and novelty entertainment. 

Reservations are very heavy at the 
hotels and the advance sale of exhibit 
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SouTH DakoTA RETAIL HARDWARE 
ASSOCIATION CONVENTION, Sioux Falls, 
Feb. 22, 28, 24, 25, 1921. H. O. Rob- 
erts, secretary, Metropolitan Life Build- 
ing, Minneapolis, Minn. 


NEw YorRK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION AND 
EXHIBITION, Rochester, Feb. 22, 23, 24, 
25, 1921. Hotel headquarters, Powers 
Hotel. Exhibition at Exposition Park. 
John B. Foley, secretary, 607-608 City 
Bank Building, Syracuse, N. Y. 


VIRGINIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Petersburg, Feb. 22, 
23, 24, 1921. Thos. B. Howell, presi- 
dent and acting secretary, Richmond. 


PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 


rillo, Tex., May 9, 10, 1921. Troy 
Thompson, secretary-treasurer, Del- 
hart, Tex. 


HARDWARE ASSOCIATION OF THE CARO- 
LINAS CONVENTION AND EXHIBITION, 
Greensboro, N. C., May 10, 11, 12, 13, 
1921. Headquarters, O. Henry Hotel. 
T. W. Dixon, secretary-treasurer, Char- 
lotte, N. C. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, com- 
posed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibi- 
tion, Atlanta, Ga., May 17, 18, 19, 20, 
1921. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


booths is the largest the association 
as ever had. Michigan has the biggest 
State membership of any common- 
wealth boasting a retail hardware as- 
sociation. As Secretary Scott modestly 
says, “and we are trying and for- 
tunately succeeding in making it a bit 
bigger every year.” 


New Paint Company 


One of the interesting recent develop- 
ments in the paint and varnish trade 
is the announcement that D. E. Breinig 
and G. M. Breinig, who recently re- 
signed from the E. I, Du Pont de 
Nemours & Co., Inc., are going into 
business under the name of Breinig 
Bros., Inc. The authorized capital of 
the new firm is $2,000,000, making 
$1,000,000 worth of preferred stock and 
$1,000,000 of common stock. 

The fully equipped plant of the Shaf- 
fer Color & Varnish Corp. Third, 
Adams and Grand streets, Hoboken, 
N. J., has been secured. The entire 
plant is four stories high, brick struc- 
ture, the paint section being operated 
on the gravity system while the var- 
nish plant, with seven fires, is equipped 
with a Perry-Kalbfleisch Stackless sys- 
tem. The offices will be located at the 
plant. 


Metropolitan Dealers Hold Annual Dinner 














nent business executive and 

writer on business subjects, 
speaking on the subject of “Our 
Clerks,” at the seventh annual ban- 
quet of the Metropolitan Hardware 
Association, held at the Hotel Astor, 
New York, January 20, urged the as- 
sociation to develop facilities within 
its organization so that hardware 
clerks could receive something in the 
nature of a broader education in the 
fundamental principles of retail mer- 
chandising, to the end that their 
abilities be developed and their value 
to their employers increased. It 
would mean, Mr. Norvell declared, 
the bettering of conditions through- 
out the retail hardware business to 
the mutual profit of both the em- 
ployer and the employee which would 
react in better general business. 

Mr. Norvell in his preliminary re- 
marks began by saying that a speech 
of any kind should be like a modern 
lady’s dress, long enough to cover the 
subject but short enough to be inter- 
esting. 

Referring to his recent trip to 
Europe the speaker said that condi- 
tions on the other side were infinitely 
worse than any sort of business re- 
cession that this country has experi- 
enced, and that the process of liqui- 
dation throughout Europe would 
probably require a much _ longer 
period of time and be accompanied 
by greater hardships. 

In the process of readjustment, Mr. 
Norvell said, the pendulum has 
swung and labor no longer holds the 
dominating position that it did. The 
employer now, he said, controls the 
situation. But employers should 
profit by the lessons of the past, the 
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speaker declared, and should be care- 
ful not to abuse their possession of 
power. When reductions have to be 
made the speaker expressed the opin- 
ion that salary reductions should be- 
gin at the top and work down. The 
directors, he said, can invariably af- 
ford a reduction in salary much bet- 
ter than the janitor. It isn’t consist- 
ent with the American principle of 
the square deal to kick the underdog, 
he asserted. 


President Ludlow Speaks 


The only other speaker of the even- 
ing was Matthias Ludlow, president 
of the National Retail Hardware As- 
sociation, who spoke briefly before 
the introduction of Mr. Norvell, and 
extended the greetings of the Na- 
tional Association to the members 
and guests of the Metropolitan. Mr. 
Ludlow said that the spirit of co- 
operation typified in association gath- 
erings of all kinds has been of in- 
estimable value to the hardware busi- 
ness. He also expressed the opinion, 
that the more dealers, jobbers and 
manufacturers get together in the 
spirit of sincere co-operation the 
sooner and the better they will get 
through the readjustment period. 
President Ludlow read an extract 
from a letter he had received in 
which the writer declared that the 
newspapers of the country have’ not 
given the retail dealers proper con- 
sideration and added that the press 
should place the retailer in the right 
light before the public. 

A. M. Bedford, president of the 
Metropolitan Hardware Association 
presided and introduced the speakers, 
and the Rev. M. Joseph Twomey, 
pastor of the First Baptist Memorial 
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Church of Newark, N. J., delivered 
the invocation. The guests at the 
speakers’ table were: A. M. Bedford, 
president of the Metroplitan Hard- 
ware Association, John B. Foley, sec- 
retary, New York State Retail Hard- 
ware Association, James H. Kennedy, 
editor Hardware Dealers Magazine, 
William F. Littell, Jr., secretary Met- 
ropolitan Hardware Association; 
Matthias Ludlow, president National 
Retail Hardware Association; Sidney 
J. Milligan, president North Jersey 
Hardware & Supply Association; 
Saunders Norvell, speaker of the 
evening; H. R. L. Rohlfs, president 
3rooklyn Hardware Dealers’ Associa- 
tion; A. Shimell, president Hard- 
ware & Supply Dealers’ Association 
of Manhattan*and Bronx Boroughs; 
Llew S. Soule, editor, HARDWARE AGE, 
and the Rev. M. Joseph Twomey. 


Big Attendance This Year 


After Mr. Norvell had: finished his 
address a cabaret entertainment was 
staged which brought the banquet to 
aclose. More than six hundred men, 
connected with the manufacture and 
distribution of hardware in and 
around the metropolitan district of 
New York, attended the banquet. 
There were exactly one hundred 
more diners this year than last, ac- 
cording to an estimate made by R. J. 
Atkinson, a prominent member of 
the entertainment committee. 

An officer of one of the associations 
expressed the opinion to the HARD- 
WARE AGE reporter that the annual 
Metropolitan banquet represents the 
largest banquet attended by hard- 
ware men held anywhere in the coun- 
try. 

(Continued on page 90) 





What “A Case of Nerves” Brought On 


A Few of the Letters from Our Friends Who Apparent- 
ly Appreciate Straight Talks at This 


Indianapolis, Ind., Jan. 11, 1921. 


Editor HARDWARE AGE, 
New York City. 


Gentlemen:—We wish to most 
heartily commend you and congratu- 
late you upon your splendid editorial 
entitled “A Case of Nerves” appear- 
ing in your issue of Jan. 6. In this 
you have correctly sized up the pres- 
ent situation in this country and have 
given some of the very finest kind of 
common sense advice. No matter 
what the original cause of the 
“panic” was, the thing now to do is 
to forget it, for the people to go 
ahead and do business. 

When everything was at the peak 
we would hear men say that they 
“could not build or could not do this 
or that or the other thing” because 
prices were too high. Now they say 
that they “cannot build or do this or 
that or the other thing” because they 
cannot get the money, or for some 
other reason. 

In our humble opinion, while it 
may be possible that labor will aver- 
age somewhat cheaper within the 
next year or so, yet taking it alto- 
gether we do not believe that lumber 
and other building materials will go 
any lower, because they have un- 
doubtedly struck bottom. When the 
demand picks up it will naturally go 
higher, so if we were going to build 
at all we would do it now. In fact, 
in our own business we have been 
doing it, and we now have the build- 
ings finished and we are glad of it. 

Just 99 per cent of the trouble in 
this country to-day is, as stated in 
the eighth paragraph of your edi- 
torial, viz.: ‘We have started a vi- 
cious circle of business loss through 
a belief that something terrible was 
about to happen.” 

There is one thing that has been 
brought out very clearly during this 
present case of “nervous prostra- 
tion,” which is that we have all dis- 
covered who the people are that have 
backbone and who do not have a 
“yellow streak.” It is a sad commen- 
tary on the American business men. 
We hope never to see the like of it 
again. 


owes you a vote of thanks for your 
great editorial. Yours truly, 
E. C. ATKINS & Co. 
N. A. Gladding, Vice-President, Gen- 
eral Manager of Sales. 


We feel that the trade at large 


Bushnell, Ill., U. S. A., 
Jan. 16, 1921. 
Editor HARDWARE AGE, 
New York City. 


Dear Sir:—This will acknowledge 
your circular letter of Jan. 13, touch- 
ing upon the character of HARDWARE 
AGE as reflected in its editorial col- 
umns and enclosing a reprint of a re- 
cent editorial entitled “A Case of 
Nerves.” 

The writer had already been at- 
tracted by this remarkable article 
and had clipped it from your maga- 
zine and have carried it so that I 
might read it or hand it to friends 
and business associates who I knew 
would appreciate it. 

When I read this, I said, there is 
one of the best things I ever read, 
and I am still of the same mind. 

It certainly does indicate the very 
high character of HARDWARE AGE, 
not only in this instance alone, but 
as one of the many outstanding fea- 


tures which characterize the extraor-~- 


dinary high caliber of HARDWARE 
AGE. 

These are days when the average 
business man is hungering for a sin- 
cere, sensible and comprehensive 
analysis of business conditions from 
anyone and everyone who he feels 
is in a position to render an intelli- 
gent opinion or prediction. We all 
have our own ideas as to the future 
business outlook—some think one 
man’s guess is as good as another, 
and so on, but I want to say that I 
have absorbed more good, more con- 
solation and a keéner understanding 
of what is really wrong with business 
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Your Next Issue 


Not Ours but yours, 
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written by. ‘merchan- 
disers and directed at 
your problems. The 
‘Big Spring Buying 
Number will be on 
your desk February 
3rd—and every day 
during the year there- 
after. 
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Particular Time 


to-day from that editorial than from 
any and all other sources combined. 
Sincerely, 
C. S. Norcross & SONs, 
By L. Roy Norcross. 


Niagara Falls, N. Y., 
Jan. 18, 1921. 
Mr. George H. Griffiths, Mgr., 
HARDWARE AGE, 
New York, N. Y. 

Dear Sir:—I was particularly in- 
terested in perusing your splendid 
editorial entitled ‘““A Case of Nerves.” 

It carries indeed a constructive 
thought. But personally it seems to 
me that generally the one to whom 
such an editorial would appeal is one 
who thoroughly understands the situ- 
ation beforehand, and the one whom 
the editorial would do some good is 
the one who is either generally doing 
that or too busy to read them. 

Your experience, however, may en- 
tirely offset my theory. Anyway, I 
appreciate that nothing but good can 
come from such an editorial, no mat- 
ter how small it may be, and that 
large gains are made only by a con- 
stant hammering of al] movements. 

Very truly yours, 
NIAGARA METAL STAMPING CORPORA- 

TION, Eliot Armstrong, 

Vice-Prest. and Gen. Mgr. 


REGARDING A STORY 


New York, N. Y., Jan. 10, 1921. 


Editor HARDWARE AGE, 
New York City. 

Dear Sir:—We wish to acknowl- 
edge reading the article, “The Mov- 
ing Lathe,” appearing in the Jan. 6 
issue of the HARDWARE AGE. 

We would be remiss if we did not 
take this opportunity to mention the 
two-fold pleasure it gave us to read. 

1. The splendid co-operation which 
the manufacturer extends to his 
dealers. 

2. The many nice things said about 
us in the article. 

Our check covering this year’s sub- 
scription has been remitted, and we 
await with interest each issue of 


= your interesting magazine. 


With best wishes for your con- 
tinued success, and extending our 
thanks, we remain, 

Very truly yours, 
J. & C, ERNST, 
Per C. Ernst. 








ditorial Comment 











Thrift—Up to Date— 


HE people of the United States have just finished the observance of Thrift Week— 
TT a seven-day period devoted to the study and encouragement of thrift. It is a step 1 
in the right direction. 
; q Thrift is a national as well as an individual asset. The fate of nations has hinged on 
its observance. Thrift alone made possible the quick recovery of France after the Franco- 
Prussian War, and paved the way for victory in 1919. But for thrift a German Kaiser ‘4 
might now be taking tribute from Paris. 


q Only the practice of true thrift can put this nation back upon a sane, normal plane of 
living, working, manufacturing and merchandising. 


q But, you say, “Thrift means the hoarding of money. It means less buying and therefore 
less manufacturing and selling. It means tightened purse strings, idleness and business 
stagnation. We have over-economized already.” 

q This argument sounds reasonable and would be logical if only thrift meant the same 

thing as exaggerated economy, miserliness or niggardliness. The only danger in thrift 

propaganda lies in the misinterpretation of the word thrift. j 


q Webster defines thrift as “care and prudence in the management of one’s resources.” 
Is there anything in such a definition to suggest hoarding one’s cash, or doing without 
those things which tend to better one’s condition? i 


q Miserliness, on the other hand, is a term applied where there is a disposition to save and 
hoard unduly; to be excessively avaricious. A niggard is a meanly, parsimonious person 
—a stingy provider—a miser. 


q The miser buys a buckét of coal and uses it sparingly. He pays for his niggardliness in 
sickness, suffering and doctors’ fees. His thrifty neighbor buys his coal in the proper quan- 
tity, and at the proper time to insure right prices and prompt delivery. He displays care 
and prudence in the management of his resources and thereby gains in health and earning 
power. 


q The thrifty man lives well, because good food and good clothing husband his strength 
and make him worth more to himself, his business or his employer. He uses good tools 
because good tools conserve his time and effort. He builds with good materials because 
good materials mean longer life. He invests his money because investments earn him in- 
terest on his capital. 


q It is real thrift for a farmer to buy a cream separator, or a power washing machine. It 
is thrift for his neighbor in town to paint his house, or to buy skid chains for his motor 
car. Each is exercising care and prudence in the management of his resources. 


q It is thrift for the merchant to buy sufficient merchandise to adequately supply the needs 
of his community, even though he faces a declining market, since it is only by carrying a 
sufficient range and quantity of stock that sales can continue and profits accrue. It is like- 
wise thrift for the general public to purchase the merchandise it requires now. Lack of 
thrift is not shown in buying but in wasting. 


q The man who refuses to buy anything aids a business stagnation which eventually be- 
comes a boomerang, reacting upon his own income. If everybody refused to buy there 
would be no manufacturing, no farming, no merchandising, no progress, no thrift. 


q Benjamin Franklin said: “So what signifies wishing and hoping for better times? We 
may make these times better if we bestir ourselves. Industry and thrift need not wish, 
and he that lives upon hopes will die fasting.” 


q By all means let us have thrift, but let it be the thrift that comes from a full day’s labor tt 
at a full day’s pay—from producing and investing, from buying and selling; a sane thrift 
that displays care and prudence in managing the greatest resources of any people on the 
face of the globe to-day. 
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Farmers’ Relief Tariff Bill Losing Ground 


Senate Committee Burdens It with Unpopular Amendments— 
Sales Tax Gains Friends—New Kind of Unfair Competition 


WASHINGTON, Jan. 24, 1921. 


HE Fordney emergency farm- 
ers’ relief tariff bill, rushed 
through the House with a hur- 
rah a month ago and reported with a 
grotesque series of amendments by 
the Senate Finance Committee, is 
now being painlessly put to death by 
the conversational route. The op- 
ponents of the measure have under- 
taken a definite filibuster against 
its passage, and there is now every 
prospect that when Congress ad- 
journs on March 4 next, the long- 
distance debaters of the Senate will 
still be discussing the details of this 
extraordinary project. 

Readers of HARDWARE AGE will re- 
call that when this bill was pre- 
sented in the House and put through 
that body with a resounding whoop, 
I predicted that the Senate would 
slow down its wild career, and ven- 
tured the opinion that the farmers 
would have to wait for their tariff 
protection until the rest of the citi- 
zenry got theirs. Unless the Con- 
gressional leaders resort to strong- 
arm tactics and invoke arbitrary rul- 
ings for the purpose of shutting off 
debate, the Fordney bill will be 
talked to death and all tariff changes 
deferred until the passage of the 
comprehensive revenue revision 
measure upon which the Ways and 
Means Committee of the House is 
now holding protracted hearings. 


Fordney Bill Losing Friends 


A good many experienced observ- 


ik 


By W. L. CROUNSE 


ers in Washington believe that the 
House leaders have lost interest in 
the emergency tariff bill and that the 
Senate leaders never intended that it 
should pass. Soon after it reached 
the Senate, Chairman Penrose of the 
Senate Finance Committee, declared 
against it, but a few days later exe- 
cuted a right-about-face and de- 
clared that the bill should pass. A 
few cynical persons here are mean 
enough to say that the Pennsylvania 
Senator did not change his mind re- 
garding the farmers’ relief bill until 
he became convinced that the Demo- 
cratic members of the Senate would 
kill it by debating it until March 4, 
and therefore concluded to let the 
minority of the Senate bear the 
brunt of the farmers’ displeasure. 

Whatever the merits of this par- 
ticular phase of the controversy may 
be, it is now evident that a handful 
of Senators can prevent a vote on the 
Fordney measure and that it will die 
with the session unless the majority 
leaders invoke a.‘cloture rule for 
shutting off debate which, at this 
writing, seems improbable. 

Few tears will be shed by anybody 
except the farmers because of the 
death of the Fordney bill. Its incep- 
tion and passage by the House in 
such unseemly haste reflected merely 
a hypersensitiveness with respect to 
the farmers’ vote on the part of the 
majority leaders. 

There was no more reason why a 
tariff bill should be rushed through 
in the interest of the agricultural 
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community than in behalf of the tex- 
tile workers, or any other producing 
class. In fact, as the Fordney bill 
was frankly designed to raise the 
cost of the necessities of life, there 
was a particularly sound reason why 
no such measure should have been 
presented in Congress until the na- 
tion at large gets back to a normal 
price basis, which can only come 
through a series of more or less se- 
vere shocks in various quarters. 

May Hasten Tariff Revision 

The obstruction of the passage of 
the Fordney farmers’ tariff relief 
bill has served one good purpose. It 
has served as an incentive to the 
House leaders to make every possible 
effort to hasten the formulation and 
passage of a comprehensive tariff re- 
vision law. Things are fairly hum- 
ming in the Ways and Means Com- 
mittee. 

To an old-timer about the Capitol, 
the hearings now being conducted by 
Mr. Fordney and his associates bor- 
der on the farcical. A day or two 
ago the Committee heard 27 promi- 
nent witnesses on an equal number 
of important items, the time con- 
sumed being just 240 minutes, or 
about nine minutes each. 

It is to laugh. 


A Snap Shot of the Tariff Hearings 


Mr. John Jones, of the Jones 
Woolen Co., comes all the way from 
Boston to Washington, appears be- 
fore the Ways and Means Commit- 
tee at 10 a. m. He gives the official 
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stenographer his full name and ad- 
dress and reads a paragraph of the 
present tariff law which he desires 
amended. 

Representative Longworth of Ohio 
does not catch the number of the 
paragraph and courteously asks Mr. 
Jones to repeat it. Mr. Jones does 
so in his politest manner and then 
calls the Committee’s attention to 
the fact that in the Payne-Aldrich 
tariff law of 1909 the paragraph had 
a different number. 

Representative Garner, with a 
friendly smile, nods encouragingly 
and remarks that the same para- 
graph had different numbers in both 
the Dingley and McKinley tariff 
laws. Mr. Jones acquiesces and 
opens his mouth to begin his state- 
ment when Chairman Fordney, with 
an expression showing clearly how 
it pains him to do it, calls Mr. Jones’ 
attention to the fact that his allot- 
ment of time has expired, and asks 
the next witness to take the stand. 

With a bewildered air, Mr. Jones 
hands his written statement to the 
stenographer, gives the Committee’s 
smiling colored messenger a dollar 
for keeping his hat and coat, goes 
downtown to his hotel, pays his bill 
and returns to Boston a sadder if not 
a wiser man, 


No Undue Haste 


But nobody can charge that the 
Ways and Means Committee is rush- 
ing this tariff bill through “without 
hearing the parties in interest.” 

It is more than probable, however, 
that Mr. Jones will make another 
trip to Washington before the Com- 
mittee gets down to the actual fram- 
ing of the new tariff bill. He will 
not come for the purpose of address- 
ing the Committee at open sessions, 
however, but will do a little gum- 
shoe work about the private offices 
of the Representatives and Senators 
detailed to serve on subcommittees 
handling the woolen schedule. 

You will note there are more ways 
of killing a cat than choking her with 
cream, 

Washington Merchants on Tax Revision 


The Washington (D. C.) Board of 
Trade has just completed its report 
upon the recent referendum on taxa- 
tion sent out by the National Cham- 
ber of Commerce to the several hun- 
dred associations of business men 
throughout the country that com- 
prise its membership. The Board’s 
report reflects some characteristic 
log-rolling tactics which so frequent- 
ly are resorted to by business organi- 
zations which assume a fine air of 
patriotism while seeking to put the 
burden on the other fellow. 

If you have occasion to vote on 
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this referendum don’t cast your bal- 
lot in favor of raising your neigh- 
bor’s taxes while scaling down your 
own. Memorials and petitions from 
business men making such sugges- 
tions carry very little weight with 
Congress. 

Everybody will concur in the pre- 
amble to its recommendations adopt- 
ed by the Washington Board of 
Trade, which calls attention to the 
financial condition of the country. It 
points out that appropriations al- 
ready made and other expenditures 
in sight for the current fiscal year 
will total approximately five billion 
dollars. The contemplation of this 
enormous figure, the report says, in- 
evitably leads to the following con- 
clusions: 


Some Sane Conclusions 


First, that the cost of Govern- 
mental activities should be reduced 
by economy to the lowest amount 
consistent with efficient administra- 
tion. 

Second, that private thrift and 
economy are as necessary as public 
thrift and economy if surplus capital 
for the extension and growth of busi- 
ness is to be supplied. 

Third, all plans of taxation that in- 
duce either public or private extrava- 
gance should be avoided. 

The report concurred in the first 
proposition contained in the United 
States Chamber of Commerce’s ref- 
erendum, namely, that the excess 
profits tax be repealed, but disap- 
proved the second proposal, that the 
revenue now derived from this source 
be obtained mainly from taxes on 
incomes. 

“We cannot support that conten- 
tion,” it stated “because we believe 
that direct taxes, which are now com- 
paratively heavy, should be avoided 
as far as possible.” 

To referendum proposal No. 3 for 
an excise tax upon articles of wide 
use but not of the first necessity, the 
committee’s answer was favorable. 
The committee also declared in favor 
of a sales tax in addition to an ex- 
cise tax, upon the theory that the 
combined amount of the two taxes 
will raise the sum displaced by the 
repeal of the excess profits tax. Its 
recommendation, however, was re- 
stricted to a tax on retail sales as op- 
posed to a general or even a limited 
turnover tax. 


Against Turnover Taxes 

“Accumulated turnover taxes,” 
said the report, “would bear heavily 
upon the consumer, tend to perpetu- 
ate the high cost of the necessities 
of life and bear with undue weight 
upon persons of small incomes.” 
A sales tax of only 1 per cent upon 
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the final retail sales of merchandise, 
the committee estimated, would pro- 
duce in the neighborhood of four 
hundred million dollars a year. 

Manufacturers whose goods are to 
be subjected to an excise tax as well 
as sales tax in the event of the adop- 
tion of the recommendation of the 
Washington Board of Trade, are 
likely to rise up and propose a new 
tax of some kind to be borne exclu- 
sively by retail merchants in the Dis- 
trict of Columbia. It would be diffi- 
cult to devise a more unjust or illog- 
ical scheme of taxation than one 
which would impose a double burden 
upon certain classes of merchandise. 
Of course this consideration does not 
appeal very strongly to the Washing- 
ton retail merchants called upon to 
pay the excise taxes and who intend 
to pass these taxes and the sales tax 
on to the dear public, if it is possible 
to do so. 

But take a tip from me. Don’t 
join in the hue and cry for the im- 
position of excise taxes on top of a 
retail sales tax. That is a poor way 
to bring about the repeal of the ex- 
cess profits tax. 

Oppose Increased Taxes on Corporations 

Concerning the referendum pro- 
posal that there should be a moderate 
and graduated tax on the net in- 
comes of corporations that are not 
distributed as dividends, in lieu of 
the present corporation income tax, 
the Washington Board makes an ad- 
verse recommendation. A very large 
percentage of Washington business 
houses have been incorporated. 

The report also recommends a 
negative vote on the proposal that 
each individual stockholder of a cor- 
poration shal] pay his own normal 
tax. The proposition that net losses 
and inventory losses in any fiscal 
year should cause a redetermination 
of taxes on incomes during the pre- 
ceding year was also disapproved. 

A significant incident of the meet- 
ing in which the Washington Board 
discussed this referendum was a pro- 
test made by a local merchant against 
the imposition of an excise tax super- 
added to the retail sales tax. This 
merchant called attention to the fact 
that the project advocated by the 
Secretary of the Treasury would im- 
pose an excise tax of 10 per cent on 
musical instruments. 

Music, he said, was clearly not a 
luxury but a necessity in every 
household and in every community. 
He waxed very eloquent upon the 
subject. Being a dealer in musical 
instruments, he ought to know. 

Music Men in Minority 


Then the Board of Trade voted 
him down. You see, the other mem- 
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bers of the Board are engaged in sell- 
ing shoes, drugs, groceries, etc., and 
not musical instruments. 

If Congress could see the inner 
workings of these patriotic, public- 
spirited trade organizations, how 
much influence would they exert in 
the framing of new tariff laws? 

When your time comes to vote, 
cast your ballot in the interest of the 
national welfare. Think of some- 
body besides yourself. 


Gross Sales Tax Grows in Popularity 

I told you a short time ago that the 
movement for a tax on gross sales 
was gaining strength. Every day 
adds to the evidence that this is so. 
Here is an extract from a report re- 
cently made on this subject by the 
Bache Review, which represents the 
conclusions of an expert observer 
after close study of the situation on 
Capitol Hill: 

“The wind is_ setting strong 
throughout the country for a tax on 
gross sales to replace the excess prof- 
its tax and the surtaxes on income. 

“Practically the only opposition to 
this movement comes from political 
sources or from_ politico-economic 
college theorists, who have little 
knowledge of business but are 
wedded to putting through involved 
and impractical taxation plans of 
their own. These are of the class 
of disturbers who were _instru- 
mental in saddling upon the busi- 
ness of the community the excess 
profits tax—a ‘complicated, inequit- 
able and distasteful’ system of taxa- 
tion which is throttling prosperity, 
enormously increasing the cost of 
living and helping to support an 
army of tax collectors and tax advis- 
ers and accountants, some competent, 
but many of them incompetent Gov- 
ernment hangers-on whose salaries 
swell the Government extravagance 
bill, or who impose large fees for ad- 
vice upon the harassed business tax 
payer. 

Here’s Some Gospel Truth 


“Business men are sick and dis- 
gusted with these impositions, and 
the business world is swinging into 
line for the sales tax as a simple, 
straightforward, businesslike way 
of sweeping the air clear of these be- 
fogging paraphernalia left by the 
war, and fostered by an insidious 
propaganda led by college econo- 
mists, some of them in Government 
employ, and aided and abetted by a 
large army of accountants and tax 
attorneys, whose fat fees for drag- 
ging business concerns out of the 
mire of an impossible tax system 
have furnished them for several 
years with fruitful occupation. 

“The reports of results of referen- 


HARDWARE AGE 


dums of leading industrial associa- 


tions are coming in, the object of 
the referendum being to ascertain 
what the attitude of business men is 
on the expediency of abolishing the 
excess profits tax and the surtaxes 
on income, and of substituting the 
tax on gross sales. 

“Unofficial reports from the latest 
of these, the National Association of 
Manufacturers of the United States, 
show an overwhelming vote in favor 
of the repeal of the excess profits and 
surtaxes and substitution therefor of 
the tax on gross sales.” 


Trade Commission Starts New Crusades 

The Federal Trade Commission is 
in eruption again. A big batch of 
new complaints have been issued, 
some of which represent novel ver- 
sions of the law designed to curb un- 
fair competition. 

One of these complaints cites a 
manufacturer of cutlery for using 
the word “Sheffield” upon an inferior 
grade of goods without other marks 
to show their true origin. The word 
“Sheffield” when applied to cutlery, 
the Commission declares, has come 
to mean to the trade and to the pub- 
lic at large cutlery made in Sheffield, 
England, of a certain known quality. 
The respondent is given forty days 
in which to answer the complaint, 
and if his response is not satisfac- 
tory, the case will go to trial upon 
its merits. 

In another case two concerns mak- 
ing razors and razor strops have been 
cited for using on their goods cer- 
tain trade names previously em- 
ployed by competing concerns which 
have spent large sums of money in 
building up good will thereunder. 


Gives Pleasure Trips to’Public Officials 
A big concern in Springfield, Ohio, 
has been cited in a complaint of un- 
fair competition in the sale of road- 
building machinery. Public officials 
and employees of customers, it is de- 
clared in the complaint, are given 
gratuities by this company to influ- 
ence the purchase of its machinery. 
The Commission also charges this 
company with having employed an 
ingenious little trick to improperly 
influence sales. The company, it is 
declared, pays the expenses of public 
officials to visit its place of business 
upon inspection trips. ‘Public offi- 
cials” whose patronage can be ob- 
tained as the price of a small junket 
are certainly in the class of pikers. 
An interesting question has been 
raised in another complaint against 
a manufacturing concern in New 
York City which makes and sells a 
small desk calculating machine. This 
machine the company advertises as 
having been “adopted by” the United 
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States Government, the City of New 
York, and numerous nationally 
known industrial concerns named in 
the advertising matter. 


Advertising Methods Attacked 


By the use of this machine, ii is 
claimed, ‘“‘a large percentage of lead- 
ing firms have solved their account- 
ing problems.” The Commission al- 
leges, however, that these represen- 
tations “are false and misleading in 
that not one of the concerns men- 
tioned in the advertising has adopted 
the machine to the exclusion of other 
competing machines.” 

Upon its face, the complaint ap- 
pears to be predicated upon a conten- 
tion on the part of the Commission 
that unless a device has been adopted 
to the exclusion of all other similar 
devices, the manufacturer thereof 
can not refer to such adoption in his 
advertising literature. Manufacturers 
and merchants will await with con- 
siderable curiosity the outcome of 
this case, for, if the Commission’s 
contention is sustained, it will result 
in some revolutionary changes in ad- 
vertising methods. 


New Selling Agency 


Deveney-Story & Sanford, 1326 Hurt 
Building, Atlanta, Ga., is a new sell- 
ing agency formed to carry standard 
lines of hardware to hardware jobbers, 
auto accessory jobbers and mill sup- 
plies trade. Three salesmen will travel, 
covering the South and Southwest. 

A. H. Deveney has been connected 
with the Louis Williams Co., Nashville, 
Tenn. G. H. Story has covered the 
South for the past twelve years for the 
Agatha Tool Co., Newark, N. J., and 
the Stanley Rule & Level Co., New Bri- 
tain, Conn. During the past year he 
traveled for the Peck, Stow & Wilcox 
Co., Southington, Conn. Frank San- 
ford, the third partner, will cover the 
Southwest. He was formerly. con- 
nected with Roberts, Sanford & Taylor 
Co., Sherman, Tex., and was later with 
the Shapleigh Hardware Co., St. Louis, 
Mo. 


Irby Bennett in New Position 


Irby Bennett, Memphis, Tenn., for 
thirty-seven years connected with the 
Winchester Repeating Arms Co., New 
Haven, Conn., is now associated with 
the Western Cartridge Co., East Alton, 


Ill. In February, at the next annual 
meeting of the board of directors, he 
will be made a vice-president. 
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Road and Garage Hints for the Season Which Soon Will Be 


Upon Us—Thoughts on Pipeless Furnace Publicity—Other Ads 


Good Auto Hint Page 
No. 1 (7 in. x 10 in.) 


The big national auto show crowds 
have come and gone, the auto dealers 
of the country are booking their spring 
and early summer orders for cars, and 
now it is the hardware dealer’s turn to 
brush up his advertising on auto ac- 
cessories and general equipment, tires, 
etc. 

Most motorists don’t wait until late 
spring to get their cars in order— 
they want to get out with them during 
the early spring months, and that means 
that now is the time to advertise to 
them. 

Like other departments of your busi- 
ness, you’ve got to make an early start 
if you want to line up a good share 
of the motorist’s patronage before the 
touring season starts in earnest. 

We suggest for your store paper a 
page like the one reproduced from the 
store paper of the American Hardware 
Stores of Bridgeport, Conn. This page, 
which is a standing feature of the 
paper, month after month, takes up 
various problems which confront the 
owner of a motor car. Immediately 
following this suggestion page is a list- 
Ing of auto equipment and supplies 
handled by the firm so that the tie-up 
1s complete. 

Naturally the motorist is appreciative 
of a firm which takes the trouble to 
keep him informed concerning the dif- 
ferent automobile problems, and apart 
from other considerations, this is an 
incentive to trade with the company. 

The reproduced page carries no ad- 

Vertising with the exception of the read- 
ing paragraph which is usually sand- 
wiched in and which ties up to the pre- 
ceding article. 
_ In another month cars will be flock- 
ing out on the highways. Old cars 
needing new supplies and new cars re- 
quiring additional equipment. Start 
after this business right away. 
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A Few Storage Battery Dont’s 


“The motorist who will examine 
the battery of his car regularly 
every week and heed the following 
instructions will continue to re 
ceive satisfactory service from his 
battery day after day,” says an es 
pert on electricity. 

“Don't allow your storage battery 
to stand in a discharged conditiv 
for any length of time. Should the 
battery, for any redson, hecome 
discharged, have it fully charged at 
once at the nearest garage or charge 
station. A battery, when in a dis- 
charged condition sulphates rap 
idly, making charging extremely 
hard and in time entirely destroy- 
ing the elements 

“Don’t allow din, water or any 
pieces of metal to come in contact 
with or remain on the top of your 
battery. Inspect regularly and 
keep clean. 

“Don’t continue 10 crank your 
engine with the starting motor if it 
does not start after a few revolu 
tions. Something is wrong with 
your ignition system or carburetor 
Locate and remedy the trouble be- 
fore again ‘cranking the engine 
Just turning the engine over will 
not help you start, but it will ex- 
haust your battery if continued for 
any length of time. 


j 
“Don’t forget to turn ‘on’ the ig- 


nition switch before attempting to 
start the motor. 
“Don’t forget that you must re- 


tore in the battery whatever cur- | 
| may be traced to the clogging of the 


rent has been withdrawn for start- 
ing. It requires about twenty times 
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as long to restore current to the 
hattery as it takes to remove the 
same amount ur starting the engin 

‘Don't turn on all the lights of 
your car and leave it standing for 
everal hours. Conserve the battery 
upply by using only such lamps 
is are absolutely needed to prevent 
ecident 

“Don't allow the battery to be- 
come loose on the brackets.” 


Columbia Storage Battery— 
You've all heard of them—Do you 
all use them? 


GIVE ATTENTION 
TO FAN BELT 


Undoubtedly the crudest part of 
the engine is the fan belt, and yet 
it is a most important part. It cer 
tainly is a most frequent sourte of 
trouble and by that woken demands 
frequent and careful attention. The 
wise motorist will not forget to 
give the fan a twist every time he 
has the hood up. The best results 
are obtained when it is possible to 
turn the fan with considerable re 
sistance, but not to spin it. If a 
quick twirl of the fan is followed 
by a little turning after the hand is 
removed, then the belt is too loose 
Do not have it any tighter than 
necessary .for it is then under ex- 
cessive strain and will stretch, wear 
or break the sooner 

Faulty lubrication of an engine 


pump screen by particles of dirt and 


Hints for the Autoist 


dust from the in ung oil 
the result that ay» tion of 1 
screen is defective and instead 
itlowing the oil to pass freely 


the pump chamber it serves 
barrier to its passage bor 
reason the bearings receive an 
sufficient amount of of and they 
become hot, causing the engine 


lose power. It is necessary t 


move the pump screen and wasl 
thoroughly Experience wil! teac 
he motorist that if this is done fre- 
quently less trouble will result from 
this source 

a 


TRAP FOR DIRT IN GASOLINE 


Many cars have no provis 
aside from a strainer in the gasolin 
tank for keeping dirt out f th 
carburetor. Owners of such cars 
would do well to fit a trap in the 
fuel line All the big carburetor 
manufacturers offer these traps for 
sale, and they are placed in the fuel 
line pear the carburetor or in the 
hott of the tank. The trap catch 
es all the dirt and water and it 
should be cleaned regularly once a 


month 


It is very important that regular 
inspections should be made of the 
leather coverings or “boots” which 
protect the universals and other 
parts. Flying stones or sticks ar 
apt to partly destroy these hoot 
permitting the grease to leak out 
and give dust and dirt an entrance 
Look them over once a month any 


way 
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‘The CaroriC heats: \buildings of 18 rooms 
or less through one register—by utilizing 
the natural law of air circulation. 


Over 76,000 Calorics in Use 


Prove beyond question that the CaLorrC heats mote uniformly and 
more efficiently than any other system—and positively saves 1/3 to 1% 
the fuel, This remarkable economy record is due, first—to the fact 
that the CaLoriC has no expensive heat-wasting pipes—and secondly 
—to the fact that the CaLoriC draws the cool air out of your rooms in 
the same volume that.it'pours warm air in. This. air-circulation 
results also.in the air, throughout your home being constantly puri- 
fied, with a¥complete. change; of air practically every 15 minutes. 


For Old Homes or New 


For Sale by 


Norwalk, Ohio 





Back of E 
This Binding Guarantee 


eor Your Money Back! 


A definite written guarantee to heat 
your entire home, 
down, to the comfortable temperature 
or 70 degrees in coldest weather—that’s 
the fair and equate Saeth-8 SONS we 


JEFFERSON HARDWARE CO. 


CALORIC 


(70) Degrees Temperature 


upstairs and 
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Good Arguments for the Pipeless Furnaces 


Labor-Saving Argument for Yacuums 


No. 2 (2cols. x 4 in.) 

This ad, sent us by the Foster-Farrar 
Co., Northampton, Mass., illustrates 
how neatly a small ad may be planned 
and worked out. The set-up is very 
readable, the ample margins and con- 
trast between the light and heavy types 
making the ad clean-cut in appearance. 

The argument in the ad is focussed 
on the single point of labor-saving. This 
is the entire burden of the text, apart 
from the competitive reference at the 
top of the ad. We think the argument 
well taken. While it is desirable to 
have some of the ads speak of the 
cleaner in detail, we think this par- 
ticular announcement will create a de- 
sire to own a vacuum cleaner and the 


housewife will have the Foster-Farrar 
Company in mind when she has come 
to her final decision. 

Notice that this.ad lists the telephone 
number of the store.’ It is a good way 
to suggest and encourage phone orders. 
It is a curious fact that very few hard- 
ware store ads do list the phone num- 
ber. It’s a good thing; why not do it? 


Likening the Pipeless to Nature 


No. 3 (3 cols. x 10 in.) 

E. J. Faut, Brookfield, Mo., sent us 
this ad on pipeless furnaces. We note 
that the hardware dealer has been do- 
ing some good publicity work on pipe- 
less outfits during the past month and 
that the manufacturers are also boost- 
ing the game by national advertising. 
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It’s a good time to boost pipeless fur- 
naces. A lot of homes now being 
planned for spring building will want 
pipeless installations. The pipeless 
furnace has demonstrated that it isn’t 
afraid of a bitter winter and the public 
confidence in these warm air heaters is 
growing apace. 

This ad of Faut’s is exceedingly well 
designed and attractive to look upon. 
It gets the attention at once. The copy 
is brief but some very interesting 
points are made. For example: but one 
register cut in the floor; one day’s work 
to install; burns any kind of fuel; 
warms the entire house. 

The illustration of the  pipeless 
shows up very well and the exact 
method of hot and cold air circulation 
is very clearly shown by means of the 
arrows and the cut portions of the fur- 
nace. 

If coal is going to stay at its present 
high level, the pipeless furnace will be 
more than ordinarily popular as its in- 
stallation will mean economy in coal 
bills. 

If you are selling pipeless furnaces, 
get behind your manufacturer and 
make your efforts count right now. 


Another Pipeless Ad 
No. 4 (8 cols. x 10 in.) 

Here is an ad used by the Jefferson 
Hardware Co. of Norwalk, Ohio. This 
ad is built along little different lines 
than the preceeding announcement and 
the opening paragraph makes a claim 
backed by a guarantee that must con- 
vince the most skeptical. The dealer 
agrees to guarantee that the pipeless 
furnace in question will heat an entire 
home during the coldest weather at 70 
degrees. 

As a further argument, the ad brings 
out the fact that the pipeless saves 
from one-third to one-half the fuel, 


- which as we mentioned in our com- 


ment on the foregoing ad, was a big 
factor when the present price of coal 
is taken into consideration. 

Notice also that the furnace is fea- 
tured for old homes as well as for new 
and the time quoted as one to two day’s 
time for complete installation. 





All the Little Items 


$0 necessary in making your garden a pleasant suc- 
cess—we have ‘waiting for you— 


Hand Trowels; Hand Weeders; Garden Hose; Hose 

eels; Lawn Sprays; Long handled four tined culti 
vators for use around shrubbery; Ladies’ Pruning 
Shears for use in cutting ruses; Grass Shears; Sickles 


SPRINKLING CANS 
Spraying Material; Sprayers; three piece Gardening 
ts. 








FOSTER-FARRAR CO. 
Telephone 11 1623 Main Sireot 
Open Batarday Evening Opposite Draper Hote! 
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This is a very well handled announce- 
ment and goes to illustrate the benefit 
that accrues to the dealer through the 
use of manufacturer’s ready-made ads. 

Our only criticism of the ad is that 
it is rather black in appearance. It 
could be lightened up to good advan- 

: tage. 


“Something to Think About” 


Emmett, Idaho, Dec. 28, 1920. 
Editor HARDWARE AGE. 


Dear Sir:—Please find herewith 
check for $3 in payment of my 1921 
subscription to your valuable paper. 

I notice your constituents, the 
hardware jobbers and manufactur- 
ers, are still making optimistic re- 
ports on business. The retailer seems 
to be the goat. A dealer at this time 
must have a voice like Caruso and an 
eloquence to equal that of Demos- 
thenes to explain to his customers 
why the same high prices are main- 
tained while the raw materials of 
many manufacturers’ goods are sell- 
ing for almost nothing. For instance, 
good green cattle hides are selling 
here at $2 each, while I am invoiced 
a fair grade of sole leather this week 
at $1 per pound. How can this be 
explained in a fair way to our non- 
partisan league customers? 

Can there be any hope in the re- 
vival of the retail business until the 
price of manufactured goods hits the 
sawdust trail as raw materials haye 
done? 

I read carefully the market quota- 
tions (principally the declines) each 
week in your paper, but I do not find 
any of our Western jobbers reducing 
prices on hardware. They appar- 


ently got their advances by tele- 
graph and they seem to be getting 
their declines by freight, which are 
Yours truly, 

T. B. HARGUS. 


still in transit. 
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When the Mail 


Comes In 


Next week you will 
receive the big spring = 
buying number of E 
HARDWARE AGE. It 
will be filled to over- 
flowing with Mer- 
chandising ideas writ- 
ten by merchandisers 
who know. 
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It Warms Indoors | 
Like Nature Warms Outdoors | 











TRADE MARK 


of winters. 


THE 


doors in summer. 








Only one register cut in the floor. 
Only one day’s work to install. Burns 
any kind of fuel and will keep your 


home warm as toast for a generation 


WISE 


PIPELESS FURNACE 
Will warm-your home through the bit- 
terest cold of winter as completely and 


as healthfully as Nature warms out- 


Call us and let us show you how lit- 


tle it costs for a Wise-heated home. 


| 
| 
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-FAUPS ¢ FURNACES 


“Faut’s Service Outlasts All Memory of Cost.” 














TRADE NOTES 


All sales of the products of the 
Automatic Safety Tire Valve Corp. will 
be handled direct from the New York 
office at 1753 Broadway. Guy M. 
Sheriff has been appointed district 
sales manager and will be in charge, 
starting Feb. 1, 1921. 


Fred C. Friedmann succeeds the late 
Theodore Heizmann as Chicago repre- 
sentative for the Penn Hardware Co., 
Reading, Pa, Mr. Friedmann has been 
with the company for the past ten 
years working in both the factory and 
the office. 


W. J. Surre has been appointed a 
direct house representative for the 
Seiss Mfg. Co., Toledo, Ohio, and will 
travel in the territory east of Denver, 
Colo, 





Another Slant on Pipeless Efficiency 





Fred H. Atwood, formerly sales man- 
ager, Millers Falls Co., Millers Falls, 
Mass., hardware, is general manager, 





3ethlehem Laboratories, Bethlehem, 
Pa. a 
William F. Simonds, Unionville, 


Conn., has sold his plumbing and hard- 
ware business to Walter W. Whipple, 
formerly of Malone, N. Y., and for the 
past eight years foreman for Mr. 
Simonds. Mr. Simonds, who has been in 
the business for thirty years, plans to 
retire. 





A bill has been introduced by the 
Massachusetts Rifle Association to the 
Massachusetts Legislature requiring 
licensed sellers of firearms to satisfy 
themselves that the purchasers of 
weapons are the persons they represent 
themselves to be, and also requiring 
that a numerical description of the 
weapon sold be kept. 
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MARKET REPORTS 


on TRADE CONDITIONS 


IN HARDWARE, IRON AND STEEL, ETC. 


~ A REVIEW OF THE WEEK’S BUSINESS, WITH NOTES ON TENDENCIES PREVAILING IN VARIOUS TERRITORIES 
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Office of HARDWARE AGE, 
239 West 39 St., 
New York, Jan. 24, 1921. 
66 ONFIDENCE in the Future” 
> would be an appropriate slogan 
for the hardware men in the 
territory surrounding New York. A 
healthy optimism is without a doubt 
the dominant feature of the local mar- 
ket. Both jobbers and dealers express 
themselves as confident that better 
times are coming—not quickly or sud- 
denly, but steadily and surely, for they 
reason that the close, “hand-to-mouth” 
buying of the past cannot continue. A 
slight improvement (with emphasis on 
the slight) is already in evidence. Sales 
have not come along as heavy as some 
expected, but all seem willing to agree 
that business is better with every 
reasonable indication that the coming 
month will be even better. 

With the possible exception of a few 
days during the past week, the weather 
has been extremely mild, and the buy- 
ing public apparently have not felt the 
need of articles that are usually highly 
seasonable at this time. There has 
been practically no real snowfall to 
create a demand for snow shovels, 
scrapers or sleighs. Stocks in these 
items are not very heavy, and a good, 
stiff demand will result in much de- 
pleted stocks. These facts must be re- 
membered when a reckoning of Janu- 
ary’s profits are made. It would hardly 
be fair to compare January, 1921, with 
the same month of a previous year. It 
is never a heavy month, and with the 
combined effect of a post-war dullness 
and unusually mild weather one can 
hardly expect a very high record on the 
business curve. 

The most promising phase of local 
optimism comes from the men on the 
road who report that the atmosphere 
is clearing for bigger hardware busi- 
ness. Although jobbers’ representa- 
tives are not generally advocating real 
heavy buying for the present, they are 
actually sending in fairly good orders, 
and as the end of the month draws 
near wholesalers express satisfaction. 

Business did not pick up with the re- 
tail trade during the past week, but it 
is expected that the coming month will 
be much better. 

Jobbers are preparing to make deliv- 
ery on spring merchandise ordered last 
fall. Buyers of garden and farm ac- 
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cessories are accepting immediate de- 
livery in most cases, as they seem to 
expect good business in this line and 
are stocking up accordingly. 


A few price changes will be noted in 
bold face type. 


Bolts and Nuts.—Interest though 
quiet is consistent and stocks appear 
to be adequate. 

Common carriage bolts, all sizes, are be- 
ing quoted 15 and 5 per cent. Machine 
bolts, all sizes, 25 and 5 per cent. Stove 
bolts, 70 per cent. Common tire bolts, 50 
per cent. Sink bolts, 70 per cent. 

Hexagon machine screw nuts, iron, 20 
per cent. grass, 4/32 to 8/32 in., 50 and 
10 per cent; 10/32 to 12/32 in., 40 per cent; 
14/32 in., 30 per cent. Lock washers, 40 
per cent. 

Semi-finished hexagon nuts, 9/16 and 
smaller, 50 and 10 per cent; % and larger, 
50 and 10 per cent. Lag serews, 40 and 5 
per cent. 

Toggle bolts, steel, bright finish, 50 per 
cent. 

Iron rivets, 35 and 5 per cent; copper 


rivets, 50 and 5 per cent; black tinners’ 
rivets, 35 and 5 on new list; tin tinners’ 
rivets, use black list plus $7.25 per 100 Ib. 


Butts—The new prices given last 
week will probably continue for some 
time. There is sufficient stock on hand 
for the more or less slight demand. 

Narrow steel butts, galvanized, with 
brass pins furnished with screws 1% in., 

2.30 per doz. pairs; same, 2-in., $2.40 per 
doz. pairs; same, 3-in., $4.15 per doz. pairs; 
same, 4-in., $8.65 per doz. pairs. 

Braces.—Braces, like other tools, are 
always in fair demand. The new prices 
announced last week continue. Stocks 
are very good. 


Ratchet braces, ball bearing, forged steel, 
alligator jaws, barber chuck open ratchet. 
Stained hardwood head and handle. Metal 
parts polished and nickeled, 8 in. sweep, 
$33.93 per doz.; same with 10-in. sweep, 
$34.67 per doz.; same with 12-in. sweep, 
$35.60 per doz. Same style, malleable iron, 
steel sweeps and jaw sockets with 8-in. 
sweep, $27.52 per doz.; same with 10-in. 
sweep, $27.87 per doz.; same with 12-in. 
sweep, $28.25 per doz. 


Farming Tool Handles.—The demand 
for farming too] handles with immediate 
delivery is very good. Jobbers have 
experienced little difficulty in supplying 
the increasing demand. Prices for the 
most part are the same as given last 
August. A slight change will be noted 
in some items printed in bold face type. 


Hay fork handles, bent 5 ft., $5 plus 5 
per cent; 6 ft., $7.70 plus 5 per cent; hay 
fork handles, straight, 5 ft., $4.20 per doz. 
plus 5 per cent.; re 5 





t., $6.70 per doz., plus 5 
per cent. Long handle manure fork handle, 
$4.40 per doz. plus 5 per cent; wooden D 

manure fork handle, $6.90 per doz. plus 5 
per cent. Six-ft. rake handle, $6.20 per 
doz. plus 5 per cent. Shank hoe handle, 
$3.40 per doz. plus 5 per_ cent. Spane han- 
dles, $7.10 per doz. plus 5 per cent. Malle- 
able D spading fork handle, $5.75 plus 5 
per cent. Wooden D spading fork handle, 
$6.90 plus 5 per cent. 
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Farming tool handles generally are quoted 
in this section at discount plus 5 per cent. 
Pick, sledge, hammer and hatchet handles 
are quoted discount plus 50 per cent. Axe 
handles, discount plus 60 per cent. 

Furnace Scoops.—Moderate interest 
continues on scoops. Stocks are fair 
and prices firm. 

Furnace scoops, hollow back, black steel 
blade, D and long handle, $10.53 per doz. 
Same, riveted back, black steel blade, D 
and long handle, $14.21 per doz. 

Food Choppers.—Fortunately jobbers 
are fairly well supplied with choppers, 
and are able to supply an almost heavy 
demand. Prices continue. 

Food choppers, tinned, open case, three 
cutters with each machine, 2 Ibs. per 
minute capacity, $26.75 per doz. Same, 3 
lbs. per minute capacity, $30 per doz. 
Same with 5 lbs. per minute capacity, $40 


per doz. Food choppers, tinned, self-clean- 
ing and _ self-sharpening, five reversible 
steel cutters, with each machine, 1 Ib. per 
minute capacity, $16.65 per doz. Same, 2 
lbs. per minute capacity, $24.75 per doz 


Same with 3 lbs. per minute capacity, 
$40.50 per doz. 


Galvanized Ware.—Actual business 
during the past week has been slightly 
duller, Dealers in sheet have had more 
inquiries and other signs of activity, 
but have done little business. It will 
be noted that there is no longer a range 
in the quotation on No. 28 gage. 

Galvanized sheet is being quoted: No. 28 
gage, $7 per 100 lb. Galvanized nails, 
8-qt., $5; 10-qt., $5.75; 12-qt., $6.65; 16-qt., 
$8.90; heavy 12-qt., 98,70; heavy 16-qt., $12. 


Wash tubs, No. 1, $16.80; No. 2, $18.60; 
No. 3, $22.05; all per doz. 

Game Traps.—The season for game 
trap sales is practically over with most 
jobbers. Dealers will probably have a 
few more small sales. Prices are likely 
to continue. 

Jump traps (Blake & Lamb), with chains, 
No. 0, $2 per doz.; No. 1, $2.95 per doz.; 
No. 14%, $4.50 per doz.; No. 2, $7 per doz.; 
No. 3, $9.47 per doz.; No 4, $11.07 per doz. 

Triumph traps, with chains, No. 10, * 85 
per doz.; No. 11, $2. i. per doz.; No. 
ey 30 per doz.; No. , $4.60 per doz.; Na. 

13, $7.84 per doz. ; No 14, $9.40 per doz. 

Victor traps, No. 0, $1. al per doz. with- 
out chains, $1.34. No. 1, $2.01 per doz; 
without chains, $1.52. No. 1%, $3.05 per 
doz.; without chains, $2.44. No. 3, with 
chains, $7.15 per doz. No. 4, with chains, 
$8.60 per doz. No. 1 Giant, with chains, 
$2.66 per doz. 

Oneida jump traps, No. 9, with chains, 
*. 37 per doz.; without chains, $1.75. No. 

$2.75 per doz.; without chains, $2.12. No. 
ii $4.23 per doz.; without chains, $3.25. 
No. 12, with chains, $7.12. No. 9114, with 
chains, $5.25 per doz. 


Glass Drawer Knobs.—Stocks at pres- 
ent are adequate to supply a fair de- 
mand. Should building assume large 
proportions in the spring there is 4 
possibility of a scarcity of knobs. 
Prices continue. 


Glass drawer knobs, bolt and nut, nickel 
plated, %-in., $2 per doz.; same, 11;-in. 
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$2.40 per doz.; same, $1%-in., $3 per doz. 
Glass drawer knobs, fancy design, brass 
mounting, iron screw, %-in., $2.50 per doz.; 
same, | %-in., $3.10 per doz.; same, 1%- 
in. $3.40 per doz. Plain glass drawer 
knobs, brass mounting, iron screw, %-in., 
$2.50 per doz.; same, 1-in., $2.75 per doz.; 
same, 1%-in., $3.10 per doz.; same, 1%-in., 
$3.40 per doz. 

Ice Skates.—Three or four days of 
freezing weather gave retailers in this 
territory an opportunity to sell a few 
skates. Stocks all over are low, and 
should skating weather continue there 
would probably be a real scarcity. No 
price changes are expected. 

Ice skates, runners of cast steel, polished, 
$1.04 per pair; ladies’ style, $1.31. Men’s 
hockey skates, cast steel blades, nickel 
plated, $1.40 per pair; ladies’, same, $1.53 
per pair. Hardened steel blades, nickel 
plated, $1.88 per pair; girls’, same, $2.48. 
Tempered steel blades, extra polished, full 
nickel plated, all sizes, $2.75 per pair. 

Lanterns.—For the past six months 
the demand for lanterns has been very 
heavy, and stocks very low. Jobbers 
report that they are catching up slightly 
in some styles. Most of them, however, 
are only able to obtain broken lots. 
Prices continue firm. 

Hy-Lo tin lanterns, $9 per doz.; Victor 
tin lanterns, $10.25 per doz.; Monarch tin 
lanterns, $10.25 per doz.; Junior brass lan- 
terns, $18 per doz.; Blizzard tin lanterns, 
$14.25 per doz.; Buckeye dash lanterns, 

25 per doz.; Roadster wagon lanterns, 
$18.25 per doz.; Eureka driving lanterns, 
plain lens, $19 per doz.; watchman’s mill 
lanterns, enamel finish, $25 per doz.; Im- 
perial platform lanterns, $9.75 each. 

Levels —The new prices’ given last 
week are expected to continue and 
stocks are adequate for the present de- 
mand. 

Levels, pocket type, iron, 3 in.,. japanned, 
$1.75 per doz.; pocket level, hexagon shape, 
brass, nickel plated, proved glass, 2 in., 
$3.60 per doz.; same 2% in., $4.08 per doz.; 
same, 3% in., $6 per doz.; same, 4 in., 
$7.25 per doz ; 

Linseed Oil—There was no accepted 
price change for linseed oil during the 
past week. This does not signify in- 
creased stability of the market, but is 
brought about by a lack of activity. 
There has been no fluctuation in the 
raw material market, crops have been 
good, and so there is no opportunity for 
new prices. 

Trade with small buyers has been 
fair, but the big buyers are taking 
nothing, and the market is dull. 

Prevailing prices in this section are: 
Linseed oil, raw, in carload lots, T5c. to 
‘ic. per gal. In lots of more than 5 bbl., 
80c. to 83c. per gal. In lots of less than 
5 bbl, 838c. to 86c. per gal. Oil in half 
barrels, 5c. extra. Boiled oil, 2c. extra, 
and double boiled oil, 3c. extra. 


Nails.—Confident that there wil be 
a demand in the spring, jobbers are 
stocking while good deliveries are pos- 
sible, and there should be no reason for 
an embarrassing shortage in the spring. 
Prices are unchanged. 


Current prices prevailing in this section 
Still vary considerably, For wire nails the 
cee range from $4.50 to $5, base, per keg. 
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$8.75, base, per keg. The average retail 
price in this section is at present $7, base, 
per keg, for wire nails, although it is ex- 
pected that this price will drop within the 
next two weeks. Wire nails, per lb., are 
sold retail at approximately 10c. per Ib. 

Copper wire nails, 5 lb. to a box, 1 in., 
49c. Ib.; 1% in., 48c. per lb.; 1% in., 
2 in., 2% in., 3 in., 47c. per lb. Copper 
cut nails, 5 lb. boxes, 1% in., 50c. per Ib.; 
2 in., 2% in. and 3 in., 49c. per Ib. 


Naval Stores.—The local market be- 
comes increasingly steadier, with more 
interest being shown on the part of buy- 
ers. Prices for the most part are 
steady without a range in the quota- 
tions. 


Turpentine is being quoted locally, yard 
basis, 75c. per gal. Rosin, 280 lbs. to the 
barrel, is $9 for all grades except the fol- 
lowing three, which are as given. Grade N 
is $9.25, WG is $9.50, WW is $9.75. 


Rope.—The recession in rope prices 
given last week continues firm and are 
expected to remain unchanged for some 
time. Buying is possibly a little lighter 
in spite of the recession in price. Up 
to the present there has been no change 
in the price of twine. 


Manila is 20 cents per lb. Sisal, No. 1 
grade, 15c. per Ib.; sisal, No. 2 grade, 1c. 
per Ilb.; hardware grade, 17c. per lb. Bolt 
rope, 24c. per b. Lath yarn, first grade, 
17c. to 18ce. Jute twine, wrapping, best 
grade, 24%4c. to 27c. India hemp twine, 
No. 6 grade, 19c. to 2le. 


Screws.—In some sizes screws are 
scarce, but as the demand is light no 
real embarrassment is felt. In most 
sizes stocks are adequate. 


Assorted wood screws, bright, 12c. per 
lb.; dowel screws, 1% in., bright iron, 38c. 
per gross; same, 2 in., 55c. per gross; metal 
side knob screws, iron blued, 38c. per gross; 
same in brass, 95c. per gross; assorted iron 
set crews, packed in boxes of . $1.10 per 
box; same, in boxes of 100, $2.25 per box; 
hexagon head cap screws, assorted in boxes 
of 50, $1.70 per box; same, in boxes of 100, 
$3.50 per box; flat head, bright, 70 per cent 
and 20 per cent in gross lots, 70 per cent 
and 15 per cent in less than 10 gross lots; 
same, galvanized, 524%4—15 per cent; round 
head iron screws, blued, 65 per cent and 20 
per cent in 10 gross lots; same, nickeled, 
55 per cent—15 per cent; round head brass 
screws, 571% per cent—15 per cent; flat head 
brass screws, 60 per cent—15 per cent; 
round head nickeled brass screws, 62% 
per cent—15 per cent; machine screws, iron, 
66% per cent; same, brass, 50 and 10 per 
cent; thumb screws, list plus 30 per cent.; 
iron set screws, 6 in., 60 per cent and 10 
per cent, 5¢-in., 60 per cent. 


Shovels.—Stocks are ample, with a 
fair demand and firm prices. 


Maynard pattern, No. 2 size, solid socket 
shank, high carbon steel, full polished, 
square and round point, D handle, $18.94 
per doz. Round point, D and long handles, 
full polished, plain back, No. 2 size, $14.76 
per doz.;+same, with square point, $15.78 
per doz.; Bakers’ shovel, black steel blade, 
riveted back, 6-ft. handle, $25 per doz.: 


~ 


same, with 8-ft. handle, $27.50 per doz. 

Sidewalk Scrapers.—The demand for 
scrapers is moderate, probably due to 
the fact that there has been no real 
need for such articles. Stocks are fair 
and prices unchanged. 


Prevailing prices, f.o.b. New York, are: 
Solid shank, 6% x 5% blade, 4-ft. handle, 
$6.25 per doz. Solid shank, extra quality, 
7 x 6 blade, 4-ft. handle, $7.50 per doz. 
Extra heavy socket, 7 x 6 blade, 4-ft. 
handle, $10 per doz. 
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Snow Shovels.—Fair demand and 
steady prices. 

Prevailing prices, f.o.b. New York, are: 
Two riveted steel snow shovels, 14 x 114- 
in. blade, $9 per doz.; 2 riveted steel snow 
shovels, 15 x 11% in. blade, long square 
handle, $11.25 per doz. Galvanized, 214% x 
16-in. blade, reinforced back, straight han- 
dle, $17 per doz. 

Snow pushers, 24 x 13 x 1%-in., $36 per 
doz.; snow pushers, 30 x 131, x 1% in., $40 
per doz. 

Stove Pipe.——True to custom, stove 
pipe is in fair demand and new prices 
of last week will probably continue for 
some time. Local jobbers have suffi- 
cient stocks. 

Black iron stove pipe, No. 28 gage, 12 
lengths to the bundle, 4-in., $2.75 per doz. 
lengths. Same, 5-in., $3.25 per doz. lengths. 
Same, 6-in., $3.75 per doz. lengths. 

Elbows, black iron, No. 28 gage, 1 doz. 
to a bundle, 4-in., $2.40 per doz. Same, 
5-in., $2.70 per doz. Same, $6-in., $3.35 per 
doz. 

Wire Goods.—The present wire mar- 
ket is rather inactive. Barbed and dull 
galvanized wire have not been subject 
to any price changes. The slight de- 
crease on annealed wire given out last 
week will probably continue. 

Annealed wire, galvanized in stones of 
2 lbs. each, are quoted per 100-Ib. lots at: 
No. 16 gage, $10.50; No. 17 gage, $11; No. 
18 gage, $11.50; No. 19 gage, $12.15; No. 20, 
gage, $12.85; No. 24 gage, $14. Same, plain, 
No. >} gage, $7.50; No. 17 gage, $8; No. 
18 gage, $8.50; No. 19 gage, $9; No. 20 gage, 
$9.50; No, 24 gage, $11.50. 

Barbed wire is being quoted at $7 per 
100 Ib. for both 3 point 4 in. and 4 point 6 
in. Ribbon wire is $8.75 per 100 lb. Twist 
wire, 12 gage, is $7 per 100 lb. 

Dull galvanized screen wire, 12 mesh, 
from New York stock, $3.30 per 100 sq. ft.; 
13 mesh, extra heavy, $5.35 per 100 sq. ft. 
Bright galvanized wire and copper edge 
(pearl wire), 12 mesh, $4.50 per 100 sq. ft.; 
14 mesh, heavy, $6 per 100 sq. ft. Copper 
wire, 14 mesh, $10.50 per 100 sq. ft. Poultry 
netting, f.o.b. New York, is 35 per cent off. 
Poultry netting staples in 100 lb. kegs, 
$9 per keg. 

P. S.—The Tucker & Dorsey Mfg. 
Co., Indianapolis, Ind., has made a new 
discount list with a downward revision 
on some items. The list is too long and 
varied for publication. 

Phoenix Caster Co., Indianapolis, Ind., 
has reduced the price on Martin casters 
to some extent, up to 10 per cent on 
some sizes. Other sizes are unchanged. 

Enterprise Mfg. Co., Philadelphia, 
Pa., has issued a new price list with 
lower quotations. 

P. S.—Several general changes were 
made in some lines, for example, carpet 
sweepers are quoted lower; malleable 
carriage makers’ clamps are now sub- 
ject to a discount of 20 per cent; wash 
wringers are slightly lower, going in 
some cases from 10 per cent discount 
to 40 per cent. Toilet clippers are down 
10 per cent. 

P. S.—Moers-Wright Co., 1400 Broad- 
way, New York, has reduced prices on 
Beacon flexible spout line of oilers, 
filling cans and funnels, effective Jan. 
10, 1921. A new list price has been 
made up and is now available. 
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Office of HARDWARE AGE, 
1505 Otis Building, 
Chicago, Il. 


‘MALL price declines on many items 
‘J and quietness in buying sums up, 
briefly, the current Chicago market sit- 
uation. 

Rope is off 2c. to 6c. a pound. Spe- 
cial prices can be found on some black 
unhandled axes. Stillson wrenches, it 
was announced to-day, are 10 per cent 
lower. 

Manufacturers of tinware have an- 
nounced discounts averaging around 10 
per cent. Galvanized sheets are more 
plentiful, stocks now permitting ship- 
ments in nearly all sizes and gauges. 
Prices are the same. 

Jobbers are making prices and book- 
ing orders on registers. Strong de- 
mand is expected later because of the 
promised building boom. A slight spe- 
cial discount is permitted on orders 
placed before March 1 and in quanti- 
ties. Prices revised on wood saws and 
pliers are a special and lower than to- 
day’s market. 

The leading jobber is also cleaning out 
his boiler stock at a concession, so he 
can replace with new goods. Leaders 
are also obtainable on enameled ware, 
especially water pails, dish pans and 
assortments. 

Aluminum 
good demand. 
readjustments 
down. 

Business is active, but not large, buy- 
ing being on a hand to mouth basis. 
Retailers who ordinarily buy in dozens 
are specifying quarter dozens. The 
trade seems committed to a policy of 
trying to have goods without loading 
up. Some items, such as lanterns, 
carts, wire cloth, etc., on which prices 
are guaranteed, are moving well for 
spring delivery. 

There seems to be uniform sentiment, 
in smaller communities, that building 
will be good in 1921. But Chicago’s 
conditions do not point for large activ- 
ity here. 

Automobile Accessories.—Declines of 
2% per cent to 10 per cent are com- 
ing in on many accessories, and several 
new prices are likely to be made up soon 
by jobbers. No changes are large, and 
lines that took small reductions during 
the past few weeks are not making a 
second mark down. Sales are somewhat 
light. 


We quote from jobbers’ stocks, f.o.b. Chi- 
ago; DeLuxe Long-handled standard jacks, 
$8.50 each; No. 1 standard jack, $3.25 each. 
Twin cylinder foot pumps, $1.25 each; 
Simplex jack, No. 36, $2.10 each; Stewart 
hand horn, $3.50 each; Howe _ spotlights, 
$3.90 each; Weed chains, 30 x 3%, $5 per 
pair, with 25 per cent off in lots of one 
dozen pair and 33% off in lots of more 
than one dozen pair; Rid-o-Skid chains, 
$2 to $2.65 per pair; inner tubes, rod, 30 x 
3%, $2.50 each; gray tubes, 30 x 3%, $2.05 
each; Lyon bumpers, $10.25 each; Bethle- 
hem spark plugs, porcelain type, 36c. to 58c.; 
Hercules Giant, 55c. to 60c. each; Hercules 
Junior, 27c. to 35c. each; Hel-Fi stand- 
ard plugs, 42c. to 52c. each; Hel-Fi tractor 
special, 83c. to 97c. each; A. C. Titan plug, 
58c. each; A. C. Cico plugs, 48c. each; 
Champion X plugs, 58c. each: Champion 
O plugs. 50c. each; Champion Heavy Duty, 
58c. each; United plugs, junior, 40c. each; 


cooking utensils are in 
No change is noted since 
of about 10 per cent 
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Bethlehem spark plugs, special Ford type; 
quantities of 10 to 1500, 46c. to 35c. each; 
standard porcelain type in same quantities, 
56c. to 474%4c.; mica type, 78c. to 65c. 
Axes.—Specials are obtainable in 
second quality black axes as low as $10 
per doz. Other numbers are unchanged. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Single bitted first quality black axes, 
3 Ibs. to 4 lbs., $17.50 base; second quality 
black unhandled axes obtainable at special 
price of $10 per doz. base; handled axes 
$3 to $5 extra according to grade. 


Alarm Clocks.—Stocks are filling in 
very slowly since the holiday rush. 
Prices are steady. 


Ash Sifters. — Price readjustments 
are rumored. Demand is quiet. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Common wire cloth hand barrel 
sifters, $4.50 per doz.; galvanized rotary 
barrel sifter, $39 per doz. 


Builders’ Hardware.—Manufacturers’ 
offices in Chicago report their shops are 
making up considerable material in an- 
ticipation of heavy building this season. 
Jobbers and retailers seem to be playing 
a policy of watchful waiting, confident 
the season will be an active one, but 
unwilling to buy extensively now. Sev- 
eral retailers in cities around Chicago 
agree more building will be done in 
their communities this season than in 
any other year for five years back, but 
they also state they are buying lightly. 

Copper Rivets and Burrs.—A decline 
of 6c. is noted, the new price being 31c. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Copper rivets and burrs, No. 7, 
straight sizes 3l1c. base. 


Eaves Trough and Conductor Pipe.— 
Small declines are reported this week. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 29 gage lap joint eaves trough 6 in. 
per 100 ft. $5.70; 29 gauge corrugated con- 
ductor pipe, 3 in. $6 per 100 ft.; corrugated 
conductor elbows 3 in. $1.94 a doz. 


Flint Paper.—No new developments 
in price or demand are recorded. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: First quality flint paper No. 0, $5 
per ream; second quality No. 0, $4.50 per 
ream; first quality emery cloth No. 0, $30 
per ream. 


Files.—The leading jobber has read- 
justed his price on Nicholson files. A 
special quotation of 50 per cent off was 
made to move stock, but now that re- 
placement goods are selling the dis- 
count has been changed to 40-10-5 per 
cent off. Other lines are unchanged. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Nicholson files, 40-10-5% off: New 
American, 50-10% off; Disston, 50% dis- 
count; Black Diamond, 40-10% discount. 


Furnace Scoops.—Demand is quiet. 
Prices are holding without change. 


We quote from a stocks, f.o.b. Chi- 
cago; Hollow black furnace scoops, $11 
per doz.; riveted black furnace scoops, $15 
per doz. 


Galvanized Ware.—Stocks of sheets 
in all sizes and gauges are now obtain- 
able. Shortages have been overcome. 
Tubs, pails and rapid selling galvanized 
ware is more active. The price seems to 
be steady and changes of any impor- 
tance are not expected by the large 
Chicago jobbers. In fact, light buying 
for several months by the retailer may 
make a condition of shortage if orders 
return to normal size as the season’s 
demand comes. 
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Glass.—Future business is large, 
Factories are still behind their orders, 
it seems. Lower quotations are not 
promised for the immediate future. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Single strength A, all sizes, 77 per 
cent off; single strength B, first three 
brackets, 77 per cent off all sizes, double 
strength A, 75 per cent off; S. P. putty in 
100-lb, kits, $4.90; commercial putty, $4.25; 
glaziers’ points, Nos. 1, 2 and 3, 1 doz. toa 
package, 65c. per pkg. 

Handles, Wood.—Stocks are in good 
shape, and the demand is steady. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 1 hickory axe handles, $4 per 
doz.; No. 2, $3 per doz.; finest selection 
white second growth hickory axe handles, 
$6.30 per doz.; special white second growth 
hickory axe handles, $5 per doz.; No. 1 
hatchet and hammer handles, 85c. per doz.; 
second growth hickory hatchet and ham- 
mer handles, $1.60 per doz. 

Hatchets.—This item seems in good 
demand. Prices are unchanged. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: No. 2 extra quality broad hatchets, 
$24.20 per doz.; competitive grades, $17.25 
and up; warranted shingling hatchets, 
$17.35 per doz.; competitive forged hatchets, 
$10.25 per doz. 

Hammers.—The market is unaffected 
in price or demand as compared with a 
week ago. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 11% first quality shingling ham- 
mers, $15.50 per doz.; regular first quality 
16-oz. nail hammers, $14.75 per doz.; Com- 
petitive grade nail hammers, $12 per doz; 
polished, $8 per doz., galvanized finish. 


Hose.—Future business is quite ac- 
tive in hose. Prices seem weak on im- 
mediate delivery business. 

Hods, Coal.—The item is inactive, de- 
mand being slow. Stocks are larger, 
no real scarcity now existing. 

Ice Skates.—Retailers have not moved 
the usual volume of stock, and the 
wholesaler receives little business now- 
adays in skates. 


Lanterns. — As_ stated previously 
prices on lanterns have been guaran- 
teed to March 1, and reports are that 
the guarantee will continue to June 1. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Dietz No. 2 cold blast lanterns, 
$14.25; with large fount, $15.75; best tubular 
lanterns, $9.25; Competition lanterns No. 
2 tubular, $7.50 per doz.; No. 2 tubular cold 
blast Competition, $10.85 per doz. 


Nuts and Bolts——Smaller sizes are 
still sought, but there is no genuine 
widespread scarcity. Larger sizes are 
abundant for the demand. No new 
price this week. 

We quote from jobbers’ stocks, f.o.b. Chi- 
ago: Large sizes carriage bolts, 20-10-5 
per cent discount; small sizes, 30-10 per 
cent discount; large sizes machine bolts, 
30-5 per cent discount; small sizes, 40-5 
per cent discount; stove bolts, 60-10 per 
cent discount; lag screws, 40-10 per cent 
discount. 

Nails.—Stocks are ample for present 
demands, but the trade is seriously con- 
jecturing whether there will be ade- 
quate supply if the building activity 1s 
as heavy as most dealers anticipate. 
There is little long time buying by the 
small retailer. There are no indications 
of any nearby price change. The most 
frequent prediction made is that mid- 
summer may bring a duplication of 
prior embarrassing shortages. 


We quote from jobbers’ stocks, f.o.b. Chi- 
Foon Common wire nails, $4.15 per keg 
ase. 
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Picks and Mattocks.—Standard grade 
railroad mattocks, 5 to 6 lbs., $8.40 per 
doz.; 4 and 5 lb. mattocks, $9.60, are 
offered by the leading jobber. 


Paints and Oils.—The market is 
shaky, with no actual changes this week, 
but little buying. 

Rope.—Manila rope shows a decline 
of 6c. per lb., while sisal. grades are off 
2c. The changes are a reflection of 
sharp downturns in raw material. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 1 manila rope, standard brands, 
full coils; 19%c. to 20%c.; ‘No. .2, 18%c. to 
19%c. base; No. 1 sisal rope standard 
brands, full coils, 14%c to 15%c.; No. 2 
sisal rope, 12%c. to 14%c. base. ‘ 


Steel Sheets—The market now has 
sufficient sheets and prices are easy. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 28-gage galvanized sheets, $7.60 per 
100 Ibs.; 28-gage black sheets, $6 per 100 
Ibs. 

Solder.—The price is identical with 
that of the past several weeks. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Warranted 50-50 solder in full cases, 
25c. per lb.; less than case lots, 27c. per Ib. 


Sash Cord.—Last week’s sharp de- 
clines in sash cord have not greatly im- 
pelled buying, but there is more confi- 
dence and good volume at the present 
level is looked far. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 7 common sash cord, $7.50 a doz 
hanks; No. 8, common sash cord, $8.65 a 
doz. hanks. 


Stove Boards.—Prices are the same 
as those ruling for some months. 


We quote from jobbers” stocks, f.o.b. Chi- 
cago: Wood lined crystal stove boards, 
24 x 24, $13.65 per doz.; 26 x 26, $16.05 per 


Office of HARDWARE AGE, 
512 Tremont Building, 
Boston, Jan. 22, 1921. 

amen price changes in standard 

articles of hardware are reported 
here this week than has been the case 
in any previous week since the down- 
ward revision started in the latter part 
of 1920. In some instances the decline 
amounts to practically 20 per cent, but 
in a majority either 5 or 10 per cent. 
In the meantime, the hardware busi- 
ness insofar as it applies to the shelf 
division, is exceeding expectations. 
While it is not as large as it was dur- 
ing the first twenty-two business days 
of 1920, it is considerably ahead of 
that for the corresponding period in 
1919, and collections are remarkably 
good, 

The local building situation is more 
serious. Employer and employee are 
deadlocked in a strike of the latter 
against a reduction in pay for skilled 
labor amounting to 10c. per hour or 
from $1 to 90c. Both sides are equally 
determined to win their fight, and at 
the moment there is no indication when 
building can resume. This condition 
naturally is reflected in the hardware 
market, and some uneasiness is felt 
that the trouble may spread to other 
points in Massachusetts. The destruc- 
tion of a number of buildings by fire 
in Worcester this week should, if build- 
ing labor troubles do not extend to that 
city, result in a marked increase in 
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30 x 30, 


doz.; 28 x 28, $18.85 per doz.; 
per doz.; 


$21.30 per doz.; 33 x 33, $25.50 
36 x 36, $30.50 per doz. . 

Stove Pipe.—Supply is larger, with no 
new price. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Stove pipe, 30 gage, $15.50; 28 gage, 
$19.35; 26 gage, $22.50; 6-inch short end 
elbows. 26 gage, $2.05; 28 gage, $1.70; 30 
gage, $1.45. 

Sledges.—Standard patterns, weight 
5 to 16 lbs., are quoted at 12c. per Ib. 
base. 

Sash Weights.—Further declines on 
sash weights seem unlikely when the 
recent sharp drop from $72 to $55 is 
recalled. Future business is now being 
booked at the new quotation. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Quantity orders factory shipment, $55 
per ton; small lots from stock, f.o.b. Chi- 
cago, $60 per ton, 


Wheelbarrows. — Sharp drops_ in 
wheelbarrow prices are now in effect. 
The changes vary from 50c. each up to 
$2 or more. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Common wood barrows, $4 each; con- 
tractors steel tray angle leg barrows, $7 
to $9 each, according to equipment; angle 
steel leg garden barrows, $6.50 each; No. 4 
tubular, $8 each, 

Washing Machines.—Manufacturers 
in their annual meeting to-day expressed 
belief the coming spring season would 
be very satisfactory in the volume of 
business done. Individual discussion of 
price brought out some diversity of 
opinion, but it seemed generally agreed 
that reductions, if any, would be small. 

Wire Goods.—No new prices are re- 
corded. The trade is giving thought to 


BOSTON | 


for 


the demand builders’ hardware 
there. 

Another purely local but interesting 
development confronts the wholesale 
hardware trade. Years ago, when the 
American Telephone Co. was _ strug- 
gling to establish itself in the well 
wishes of the general public it estab- 
lished what is known as an “express 
exchange.” There are in Boston sev- 
eral general express company Offices. 
If the hardware dealer during the day 
had occasion to call many of the ex- 
press companies, the calls were issued 
to the telephone express exchange in 
one lump. The telephone company 
then sorted out these calls and made 
them for the various hardware inter- 
ests. Naturally this service saved the 
hardware concerns a vast amount of 
time and trouble. The telephone com- 
pany now proposes to do away with 
this exchange and the hardware trade 
is up in arms against the move, having 
taken the matter before the State au- 
thorities. If this service is eliminated 
it means an added expense to the hard- 
ware firms, which in turn, in the course 
of time, may be passed on to the retail 
dealer and in turn to the public. 

Generally speaking manufacturing 
conditions as applied to the hardware 
trade are better than noted at the close 
of 1920, but by no means normal. 
Quite a number of hardware makers 
are reducing the wages of labor and 
this action. is or undoubtedly will be 
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getting in goods for certain spring 


needs. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Barbed wire, galvanized, $5; black 
annealed wire, $4.15; black painted wire 
cloth, 12 mesh, $2.50 per ‘100 sq. ft. Or- 
ders will be accepted at this price to be 
shipped after Jan. 1 and to carry March 1 
dating. Poultry netting, galvanized before 
weaving, 50 per cent off; galvanized after 
weaving, 45 per cent off. The above prices 
are for direct factory shipment after Jan. 
1 and to carry March 1 dating. Poultry 
netting from jobbers’ stocks, no dating, gal- 
vanized before weaving, 40-10 per cent off; 
galvanized after weaving, 40 per cent off; 
100- Ib. spool galvanized cattle wire, $4.35 
per spool; 80-rod spool galvanized hog wire, 
$4.65 per spool; 100-Ib. spool galvanized 
hog wire, $5.30 per 100 lbs.; No. 8 black 
annealed wire, $4.15 per 100 Ibs.; No. 8 
galvanized plain wire, $5.15 per 100 Ibs. 

Cutlery.—Recent slight reductions of 
around 5 per cent on medium priced 
pocket cutlery are effective. Buying is 
about as usual, with merchandise still 
scarce. 

Clipping Machines.—To-day’s prices 
on Stewart horse clipping machines are 
announced. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Stewart No. 1 ball bearing horse 
clipping machines enclosed type, list $14; 
top plate $1.25, botton plate $1.75; Stewart 
No. 9 ball bearing shearing machine, list 
$22; horse clipping attachment for shearing 
machine, list $9. Discount on above items 
25 per cent. 

Cotton Gloves.—In keeping with cot- 
ton declines new prices are out on cot- 
ton ‘gloves. 

We quote from jobbers’ stocks, f.o.b,-Chi- 
cago: Competitive grade knit wrist gloves, 
$1.25 doz; heavy grade knit wrist gloves, 
$1.70 doz. pairs; heavy cotton gauntlets, 
$2.35 doz. pairs. 


reflected in prices for their product. 

Anvils.—For the second time this 
month local jobbers have reduced prices 
on anvils, this time 3c. per lb., placing 
standard makes on a basis of 20c. per 
Ib. 

We quote from 
standard makes, 

Automobile » Accessories.—A _ slight 
reduction has been made in prices on 
Champion spark plugs by both the 
manufacturers and local jobbing houses. 
The A. C. spark plug people have made 
a change in the number of plugs it is 
necessary to buy to secure the benefit 
of discounts. One popular make of 
hydrometers shows a slight decline. 
Prices on other automobile accessories 
are reported as barely steady and un- 
changed. The demand for accessories 
is quiet, what little buying there is be- 
ing of a hand to mouth character. 


jobbers’ stocks Anvils, 


20c. per Ib. 


Axles.—Contrary to common predic- 
tion made earlier in the month, there 
has been a revision in local prices on 
axles, amounting to 1'4c. per Ib. As 
intimated previously the+-demand for 
axles has been light so far this winter, 
and users who usually lay in moderate 
supplies show no indications of .doing 
so this year. 

We quote from jobbers’ stocks: Axles, 
square bed, drawn bed and one-piece, under 
2%-in., 14c. per Ib.; square bed, drawn 
bed and one piece, 2%-in. and 3-in., 15c. 
per Ib. 


Batteries and Bulbs.—Many of the 
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New England hardware stores are tak- 
ing advantage of the publicity to be 
given by the Eveready manufacturers 
of flash lights and batteries to the win- 
ners of their contests, to increase their 
sales on this class of merchandise. 
People who are interested in the con- 
tests will go to the hardware stores 
to see who the winners are, and no 
doubt a large number of people that 
are not interested in the contests will 
be attracted by window displays. 

Batteries.—Leading makes standard tu- 
bular three-cell batteries, 50c. list; stand- 
ard two-cell, 35c. list; baby batteries, 30c. 
Discounts: Less than unit packages, 4 per 
cent off list; unit; packages, 40 per cent off 
list; 10 or more unit packages, 40 and 10 
per cent off list. 


Bulbs.—In less than unit lots, lists; in 

unit lots 30 per cent off list; in standard 
packages, 334 per cent off list. Retailers 
aa $500 worth-of bulbs per annum can 
secure contracts at slightly more favorable 
discounts. 

Bolts and Nuts.—A general revision 
in bolt and nut prices has been made 
locally, which on some items amounts 
to considerable. Machine bolts have 
been marked down 5 to 10 per cent, 
common carriage bolts 5 per cent; H P 
and C P C and T nuts, 1 to 2c. and semi- 
finished and case hardened nuts 20 per 
cent, and so on down the list. 
stocks: Machine 
x 4-in., smaller 
30 per cent dis- 
25 per cent dis- 
all sizes, 20 per 


We quote from jobbers’ 
bolts with H P nuts, % 
and shorter cut threads, 
count; larger and longer, 
count; with C T D nuts, 
cent discount; tap bolts, 10 per cent dis- 
count; common carriage bolts, all sizes, 20 
per cent discount; Eagle carriage bolts, 50 
and 10 per cent discount; stove bolts, large 
lots, 50 per cent discount; bolt ends, 20 per 
cent discount; nuts, H P square blank and 
square tapped, 2c.; C. P. C. and T. squared 
blank and tapped, 3c.; extras of ic. to 5c. 
per lb. are charged for less than keg lots; 
semi-finished hexagon nuts, 60 per cent dis- 
count; finished case hardened nuts, 60 per 
cent discount; machine screw nuts, iron, 
list; machine screw nuts, brass, 25 per 
cent discount. 

Bottles.—Business in this branch of 
hardware market is confined very large- 
ly to filters. Local jobbers have not as 
yet replenished their depleted stocks on 
cases, although some of them have 
placed orders with the manufacturers. 

We quote from jobbers’ stocks: Thermos 
bottle, brown steel case, pints, $2.75 list; 

$4.75; corrugated nickel, pints, 

Rr quarts, $5.75; smooth nickel, pints, 
$4.50; quarts, $6. 25. ‘Discount 25 and 10 per 
cent. Ferrostat pints, black finish, $7.50; 
leather finish, $8; quarts, black finish, $10; 
2-qt. $15; quarts, leather finish, $11; 2-qt., 
$16. Discount 30 per cent. 

Jugs.—Ferrostat, 1 qt. No. 404, Verde 
copper finish, $14 each, less 30 per cent dis- 
count. 


Carpet Sweepers.—aA slight decline in 
prices on the leading makes of carpet 
sweepers has been made locally to cor- 
respond with a similar revision in 
manufacturers’ list. 


We quote from jobbers’ stocks: 
can Queen, ball bearing, $54 per doz.; Uni- 
versal, cyco bearing, japanned, $42; nick- 
eled, $46; Grand Rapids, ball bearing, 
japanned, $44; nickeled, $48; standard, ball 
bearing, japanned, $40. 


Drills and *Reamers.—Local jobbing 
prices on wood boring brace bits are 
now quoted at 40 per cent discount, as 
against 45 per cent discount heretofore. 
There also has been a revision in shell, 
fluted, rose and socket reamers, wire 
gauge and letter sizes of high speed 
drills, taper pins and escrutcheon pins. 
Prices on drills and reamers otherwise 
are unchanged and advices from the 
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manufacturers would indicate that they 
will remain so for some time. 


We quote from jobbers’ stocks: 

Drills.—Carbon, sizes up to 1%-in., 
tapered and straight shank, 40 per cent 
discount; bit stock drills, 45 per cent dis- 
count; center drills, 40 per cent discount; 
drills and countersinks combined, 10 per 
cent discount; ratchet drills, list; wood 
boring brace bits, 40 per cent discount; 
high speed, wire gauge and letter sizes, plus 
10 per cent; straight and tapered shank, 
1/16 to %-in., plus 20 per cent; 33/64 and 
larger, pa 20 and 10 per cent; all other 
kinds of drills, 40 per cent discount. 

Reamers.—Bit stock, 20 per cent dis- 
count; bridge square and T §S standard 
makes, 55 per cent discount; chucking, 20 
per cent discount; tapered pins, No. 
to No. 5, 40 per cent discount; No. 6 and 
larger, 25 per cent discount; escutcheon 
pins, 30 per cent discount; shell fluted rose 
and socket reamers, list. 


Electrical Goods.—A few orders for 
electrical goods are beginning to be re- 
ceived by the jobbing trade. Evidently 
retail dealers find that they are obliged 
to keep a fairly complete line of this 
class of merchandise in stock. 


We quote from jobbers’ stocks: 

lrons.—Hot point, 30 per cent discount; 
Domanco, $4.25 each; Sheldon, $4.25 each; 
Universal, No. 9021, $7.50 list; No. 901, $9; 
No. 9051, $9; No. 905, $8; discount on Uni- 
versal, 25 and 10 per cent. 

Heaters.—Hot point, 30 per cent discount; 
Universal, No. 9952, Sunburst type, $12.50 
list; discount, 25 and 10 per cent. 

Percolators.—Coffee, Universal, No. 9166, 
$25 each: No. 9169, $27.50 each; discount, 
25 and 10 per cent. 

Toasters.—Universal, No. 946, $7.50 list; 
No. 945, $9 list each; discount, 25 and 10 
per cent. 

Grills.—Universal, No. 984, $14 list each; 
No. 982, $13.25; discount, 25 and 10 per cent. 

Heat Pads.—Universal, No. 9940, $12.50 
list each; discount, 25 and 10 per cent. 

Curling trons.—Universal, with comb, 
99011, $7.50 list each, discount, 
per cent. 

Ranges.—Two-burner, 
oven, No. 9688, $35 each; 
10 per cent. 


Files.—Notwithstanding the general 
revision in prices on standard hardware 
the market on files remains steady and 
unchanged. The manufacturers hold 
out little encouragement regarding 
lower prices. The demand for files in 
common with most things is more or 
less limited. Local stocks are in fairly 
good condition. 

We quote from jobbers’ 
Nicholson and Black Diamond, 40 and 10 
per cent discount; Great estern Arcade, 
American, 50 and 5 per cent discount; 
Swiss, list plus 15 per cent; Chelsea hand 
cut, list plus 20 per cent. Rasps—Heller, 
70 per cent discount; Superior, 75 and 5 
per cent discount. 

Galvanized Ware.—One of the manu- 
facturers on ash cans has_ reduced 
priees 25c. each piece, but this action 
has not been followed by the others. 
There appears to be a slightly better 
demand for galvanized ware of all 
kinds, but the market is a long way 
from being active. 


No. 
25 and 10 


and 
and 


with quill 
discount 25 


stocks: Files, 


We quote from jobbers’ stocks: 

Ash Cans.—Galvanized, with three trays, 
17 = 26-in., $4.50 each; 18 x 26-in., $5.52 
eac 

Coal Hods.—Japanned, with wood handle, 
15-in., $4.24 per doz.: 16-in., $4.54; 17- in., 
$5.73: galvanized, with wood handle, 15-in., 
$6.44; 16-in., $7.08; 17-in., $7.65; 18-in., $8.33. 

Pails.—Eight-quart, $3.70 per doz.; 
$4.19; 12-qt., $4.60; 14-qt.. $5.16 
pails, gt -Ib. to the doz., $6.74; 50-ib. to the 


doz., as 

Tubs.—Galvanized, No. 200, $19.45 per 
doz.; No. 300, $21.70. 

Garbage Cans.—Galvanized, No. 1, $2.46 
per doz.; No. 2, $1.76; No. 4, $1.34. 

Glass.—During the past month there 
has been a pronounced slump in the de- 
mand for window glass, and the manu- 
facturers have been able to accumulate 
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small stocks. Prices for same are un- 
changed, but those quoted for plate, 
automobile sizes of plate and crystal 
shell glass, such as is used for wind 
shields, are slightly lower. 

We quote from jobbers’ stocks: Window 
glass, single A and B, by the box, 78 per 
cent discount; by the light, 80 per cent dis- 
comme: double’ A, 80 per ane discount; dou- 


ble B, 82 per cent discoun 
ete marble glass: 6/16- on. 80c. per sq. 


; 7/16-in., $90c. 
te iight ‘glass: Rough or rolled, %-in, 


thick, yo. per sq. ft.; 3/16-in. thick, 22c. per 
sq. ft.; ™4-in. thick, 28c. per sq. ft.; wired 
glass, B5c. per sq. ft. 

Grinding Wheels.—The Norton (o., 
Worcester, Mass., has announced a drop 
of 5 points in list prices, effective Jan. 
17, which means but a little more than 
14 per cent. Local prices on carborun- 
dum have been slightly reduced, now 
being quoted from 65 to 70 per cent dis- 
count. 


Hammers.—The market on striking 
and sledge hammers is weaker, a reduc- 
tion in local jobbing quotations having 
been made this week without any ap- 
preciable increase in the demand. 

We quote from jobbers’ stocks: Ham- 
mers, striking and sledge, under 5 Ibs... 50 


per cent discount; 5 Ibs. and over, 50 and 
10 per cent discount. 


Hinges.—One of the leading manu- 
facturers of screen door hinges has 
made a slight reduction in prices, and 
local quotations have been revised ac- 
cordingly. Forward spring business in 
this class of hardware is coming in 
slowly. Local stocks are in fairly good 
condition, and good deliveries can be 
made if desired. 

Hose.—The Boston Woven Hose and 
Rubber Co., Cambridge, Mass., has 
made a reduction of 1'4c. per ft. in its 
price on Milo %-in. garden hose. Its 
prices otherwise remain unchanged. 


We quote from jobbers’ stocks: Cotton 
hose, 50-ft. lengths, Merritt, 5g-in., 18c. 
Rubber hose, 560-ft. lengths, Commercial, 
5g-in., 101%4c.; Leader, %-in., 1l1c.; 5 -in., 
12¢c.; Olympic (wire wound), 2 » 13%; 
Good Luck, 5%-in., 14c.; Milo, -in.. 15 te. ; ; 
Bull Dog, %-in., 18c. per ft. In 25-ft. 
lengths add \%c. per ft. 


Hot Water Bottles.—Local jobbers 
report a noticeable increase in the de- 
mand, which they attribute to the cold’ 
weather. The market for these kind of 
bottles is reported as firm but un- 
changed. 


Hot Water Bottles.—Palco, No. 2, $3 each 
list; No. 3, $4.50; discount, 33% per cent; 
Celio, Bostonia, 3-pt., $1.25 each net; Genu- 
neon 200, $2.10; No. 250, $2.45; No. 300, 


Hunting Accessories.—A new list of 
prices has been issued on the Marble 
line of hunting knives, axes and match 
boxes, which shows an advance of about 
10 per cent in some sizes of hunting 
knives, and an advance in some num- 
bers of axes and match boxes. 


We quote from jobbers’ stocks: Marble 
hunting knives, No. 49, 414-in., $2.25 each, 
list; No. 645, 5-in., $2.50; hunting axes, 
No. 9, $1.50 each, list; No. 2, $3.25; match 
boxes, $7.20 per doz., list. 


Iron and Steel.—The recent reduction 
in local quotations on iron and steel 
so far has failed to stimulate business, 
buying being of a hand to mouth 
nature. Little impression therefore 
has been made on local stocks, which 
continue larger and well assorted. 


We quote from jobbers’ stocks: 
lron.—Refined, $4.65 per 100 lb. base; over 
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g-in. wide. $5.65; best refined iron, $5.50; 
Wayne, $8.50; band iron, $4.58; hoop iron, 
$5; Norway, $15. 

§teel—Soft steel bars, $3.63 per 100 Ib.; 
pase flats, $4.50 to $4.85; concrete bars, 
plain, $3.63; twisted, $8.75; angles, channels 
and beams, $3.63 to $3.73; tire steel, $5 to 
$5.50; open-hearth spring steel, $6.50; cru- 
cible spring steel, $12; steel bands, $4.58; 
to $5.25; steel hoops, $5; cold rolled steel, 
$5.25 to $6; toe calk steel, $7. 

Quantity differentials, lots under 1000 Ib. 
of a size, 35c. per 100 lb.; lots 1000 lb. to 
1999 Ib. of a size, 15c., 

Lanterns.—A slight advance in some 
numbers of lanterns is noted. The 
demand for lanterns this season 
has been rather disappointing, retail 
houses saying that the general public 
are not inclined to buy at ruling prices. 
Retail dealers naturally have not been 
inclined to stock in more than they 
have to take care of what little busi- 


ness comes their way. 


Lunch Kits.—Two popular makes of 
lunch kits have been reduced in price 
to a 4.50 list, basis. Local jobbers re- 
port scattered buying of lunch kits, and 
greatly reduced stocks. 


Mandrels.—The local quotations on 
mandrels have been revised downward, 
most of dealers now quoting them at 
list, plus 15 per cent. 


Oilers——The reduction in coppered 
steel oilers by one of the leading manu- 
facturers, noted sometime ago, has 
been generally accepted among the 
other makers. Local prices accordingly 
have been changed to correspond, and 
most houses are now quoting these 
oilers at 50 and 10 per cent discount. 


Pipe Taps.—Practically all of the 
local wholesale houses have revised 


prices on pipe taps, for which the de- - 


mand is rather limited. 


We quote from jobbers’ stocks: Pipe taps, 
right hand, % to 1-in., 65 per cent discount; 
14-in. to 2-in., 50 per cent discount. 

Refrigerators.—The manufacturers 
of the Eddy refrigerators are out with 
a new list, which is dated Jan. 1, and 
shows an advance of approximately 15 
per cent in price. Local jobbing hard- 
ware quotations have been revised ac- 
cordingly. 


Rivets.—Small iron rivets have been 
cut 10 per cent, and there has also been 
a downward revision in quotations on 
copper rivet and copper rivet burs. 
The decline in small iron rivets is the 
second one made within a month. 

We quote from jobbers’ stocks: Rivets, 
iron, small, 40 per cent discount; structural, 
full kegs, $7.15 per 100 lbs., base; copper 
rivets, 20 per cent discount; copper rivet 
burs, net, list. 

Robes.—The local market on Chase 
plush robes has been revised downward, 
the new prices showing declines rang- 
ing from $1.50 to $3 per piece. Prices 
on other makes have not changed, but 
local jobbers are of the opinion there 
will be a revision within the near 
future, 
uv? quote from jobbers’ stocks: Automo- 

le cloth, gray and black, 56 x 64-in., $2.75 
each; 60 x 80 in., $3 each; better grades in 
a large variety of colors, 60 x 70 in., $3.65 
one piece plush, 54 x 72 in., $7.50 each. 
f ase robes, in colors, 54 x 72-in., San- 
me $9 each; St. Louis, $10 each; Newton, 

2 each; Omaha, $11 each; Exeter, $14 


bree 84-in., Newton, $14 each; Omaha, 
13 each; Exeter, $16 each. 


Rope.—The market here on manilla 
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rope is 6c. per Ib. lower, and on sisal, 
2c. per lb., the former now being quoted 
at 22c., and the latter 17c., thereby 
bringing prices down to the lowest level 
recorded in many months. The demand 
for rope is limited, but insofar as re- 
tail stocks are small the manufacturers 
are looking forward to spring business 
with considerable confidence, and the 
local jobbers in a majority of cases are 
inclined to anticipate further business. 

We quote from jobbers’ stocks: Manilla 
rope, 22c. per Ilb.; sisal rope, 17c. per Ib., 
base. 

Sash Cord.—The sash cord market 
continues to show weakness and the 
continual lowering of prices has failed 
to stimulate business. 

We quote from jobbers’ stocks: Braided 
cotton sash cord, 37c. per lb. base, in lots 
of a dozen or more. 

Screws.—In common with the revi- 
sion in prices on many lines of stand- 
ard hardware, local quotations on coach 
screws, iron machine screws, brass ma- 
chine screws, cap and set screws have 
been reduced from 5 to approximately 
20 per cent. During the past month or 
so there has been quite an accumulation 
of such screws, and by revising prices 
local jobbers hope to stimulate busi- 
ness. The demand for wood screws ap- 
parently is even less active, which prob- 
ably accounts for the rumors being cir- 
culated in hardware circles of an im- 
pending revision in prices. 

We quote from jobbers’ lists: Wood 
screws, flat head bright, 70 per cent dis- 
count; flat head blued, 70 and 5 per cent 
discount; round head blued, 67% per cent. 
discount; flat head brass, 60 per cent dis- 
count; rounti head brass, 57% per cent dis- 
count; flat head brass plated, 62% per cent 
discount; rqund head nickeled, 55 per cent 
discount; flat head nickeled, 55 per cent 
discount; flat head galvanized, 52% per 
cent discount. 

Coach screws, 45 per cent discount; set 
screws, including headless, 50 and 10 per 
cent discount; cap screws, square and hexa- 
gon, 50 per cent discount; fillister, 20 per 
cent discount, flat, round and button head, 
list: lag screws, 45 per cent discount; iron 
machine screws, flat and round head, 50 
per cent discount; fillister, 45 per cent 


discount; flat and round head brass, 40 per 
cent discount; fillister, 35 per cent discount. 


Shields.—A slight reduction in prices 
on lag screw expansion shields in full 
kegs, is announced by the jobbing hard- 
ware trade here, and the same in broken 
packages is now quoted at 50 per cent 
discount as against 50 and 10 per cent 
heretofore. 


We quote from jobbers’ stocks: Lag 
screw expansion shields in full kegs, 65 
per cent discount; in broken packages, 50 
and 10 per cent. Machine bolts expansion 
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shields, in full kegs, 40 per cent discount. 
Lead screw anchors, 50 and 10 per cent 
discount for full kegs; broken packages, 
40 per cent discount. 

Shoe Findings.—Shoe finding houses 
report they are having difficulty in in- 
teresting hardware stores in shoe find- 
ings, possibly because of it being in- 
ventory taking time. Prices of leather 
taps and strips in some instances are 
slightly lower, due to the lack of active 
buying, but those quoted on good 
grades have not been shaded noticeably. 
According to good authority, the mar- 
ket on several lines of shoes and leather 
is a little stronger, which would in- 
dicate that the bottom has been reached 
in values. Certain it is that a man 
buying leather to-day has no kick com- 
ing on prices, they having been reduced 
to a point where the margin of profit 
to the holder has been reduced to a 
minimum, or entirely wiped out, and 
the leather is moved simply to keep 
the selling organization together. The 
market for rubber heels and soles shows 
some improvement, inasmuch as price 
slashing appears to have been elimi- 
nated. 


Taps.—Men’s light, $1.25 to $1.50 per doz.; 
medium light, $2 to $2.25; medium heavy, 
$2.25 to 2.50; heavy, $2.60 to $2.90. 
Women’s light, $1.10 to $1.25 per doz.; 
medium heavy, $1.35 to $1.50. Boys’ 
medium, $1.50 to $1.80 per doz.; heavy $1.80 
to $2.10. 

Strips.—Hemlock, clean, 45c. to 50c. per 
lb.: branded, 35c. to 40c.: oak, heavy, me- 
dium and light, No. 1, 60c. to 65¢c.; No. 2, 
45e. to 50c. 


Washers.—Usually the course of 
prices on bolts, nuts and washers is 
similar, but the exception always 
proves the rule. The local market on 
washers is unchanged, whereas that on 
bolts and nuts it is lower. Local job- 
bers, however, are not fully confident 
that washer quotations will remain un- 
changed. In fact the common version 
is that the possibilities are there will 
be a revision before long. 


We quote from jobbers’ stocks; Cast 
washers, %-in. and smaller, 8c. per Ib.; 
larger, 7c. per lb; cut washers, 200-lb. kegs, 
list less 1c.; malleable washers, 14c. per Ib. 


Wrenches.—The local market on 
Stillson wrenches is weaker, due it is 
said, to an accumulation of stocks, and 
a pronounced slump in the demand. 


We quote from jobbers’ stocks: Stillson, 
55 and 5 per cent discount: Trimo nipe 
wrenches and parts, new list, 40 and 10 
per cent discount; Coes wrenches, large 
lots, 25 per cent discount; small lots, 10 
per cent discount; drop forged wrenches, 
20 per cent discount; Westcott’s wrenches, 
net list; agricultural wrenches, 25 per cent 
discount. 


PITTSBURGH 


Office of HARDWARE AGE, 
1002 Park Building, 
Pittsburgh, Pa., Jan. 24, 1921. 
USINESS in hardware is not ac- 
tive, but it is better than a good 
many expected that it would be. Sales- 
men representing jobbers are sending 
back a very fair volume of orders and 
the jobbers in turn are placing busi- 
ness with manufacturers with a fair 
degree of confidence. It may be that 
prices in all directions are not as low 
as they are going to be, but the trade 
has to have something to sell at all 
times and consequently cannot defer 


purchases until able to buy at the even- 
tual bottom quotation. Representative 
jobbing houses are ordering their 
spring requirements in almost normal 
fashion and some of them are getting 
deliveries at such a rate that their re- 
ceiving departments are wondering 
where they are going to put the goods. 
In pursuing such a course these dis- 
tributors believe that when business 
again becomes really active they will 
be in a position to render real service 
in the matter of supplying their cus- 
tomers, and in view of the fact that 
the next few months are likely to see 
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lower labor costs for handling goods, 
they feel that if prices should yield fur- 
ther the difference between present 
costs and those which may come later 
will not be entirely a loss. 

It looks now as if it would be pos- 
sible for house-owners to paint their 
buildings at a fairly reasonable figure 
this spring, for the past week has seen 
another cut of 10 per cent in the price 
of ready mixed paints and this com- 
modity now is only slightly above the 
normal price prior to the war. The 
same assertion is possible about tur- 
pentine, and linseed oil and lead have 
only a short distance to go to be back 
at the pre-war price averages. The 
rub comes in the matter of labor, and 
while union painters just now show no 
disposition to accept any cut in wages, 
it is hard to figure out how they can 
resist one in view of the steady decline 
in living costs and the fact that a 
period of idleness faces them unless 
they are willing to go along in the 
economic readjustment now in progress. 

One of the interesting developments 
of the recent past is an almost insatia- 
ble demand for revolvers. This de- 
mand appears to be country-wide and 
finds its explanation in the hold-ups 
which the newspapers are full of these 
days. Manufacturers cannot produce 
revolvers fast enough to supply the 
demand. 

Apparently manufacturers of hard- 
ware who have been sitting back and 
paying no attention to the possibility 
of German competition are due for a 
rude shock one of these days. The idea 
that German industry was ruined by 
the war daily is being proven to be a 
fallacious one and some of the crudi- 
ties which marked samples of German 
wares offered in this country a few 
months ago are rapidly disappearing. 
Hair clippers, of good finish, are now 
being shown in this country and not a 
little business is being given our erst- 
while enemy. Prices of these German 
clippers are considerably higher than 
they were before the war. They come 
packed in boxes printed in several 
Latin tongues and the statement, “Made 
in Germany,” is printed in extremely 
small type and hardly would be noticed 
except by extremely sharp buyers. 

Already there is evidence that the 
Germans are going to make a strong 
drive for American business in Gillette 
style safety razors. The patents on 
Gillette razors expire by limitation a 
little later in the year and German 
makers already have made up samples 
and are naming a price against a small 
kit containing the holder and two 
blades, which will make it possible for 
the retailer to sell them at $1.25. It 
is said that the German-made Gillette 
razors already are being sold freely in 
all European countries. German in- 
dustry appears to be coming back a 
good deal more rapidly than we, on 
this side of the water, fully appreciate, 
and competition threatens to be pretty 
sharp not only on finished articles but 
on raw materials such as aluminum. 
Not all American makers of aluminum 
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ware are standing behind the effort to 
secure tariff on aluminum because of 
the possibility of securing cheap raw 
material from Germany. 


Automobile Accessories.—Although 
the winter so far has been favorable 
to the running of both pleasure and 
commercial vehicles, accessories con- 
tinue to sell slowly. Even those articles 
such as anti-skid chains, robes and 
heaters, which ordinarily are actively 
in demand at this season, are compara- 
tively slow of sale, due to weather con- 
ditions. Drastic curtailment in the 
production of cars does not appear to 
be helping the situation materially. 


Bars.—Prices of iron bars still are 
dropping, Pittsburgh makers having 
made another reduction of $5 per ton 
in the past week. This puts the mill 
base to 3.50c. for refined bars in carload 
lots, and has brought a further reduc- 
tion in the warehouse price which now 
is 4c. for the base size. There has been 
no change in the steel bar situation. 
Very little independent mill capacity is 
running in this district at present but 
the jobbers, especially those served by 
the Steel Corporation, are getting am- 
ple supplies to meet the demands upon 
them. 

We quote from warehouses: Steel bars, 
$3.10 per lb. for the base sizes, with the 
usual mill differentials for other sizes; 
shafting, rounds, 4.85c. to 5.35c.; squares, 
flats and hexagons, 5.35c. to 5.85c.; iron 
bars, 4c. per lb. base. 

Brushes.—Manufacturers of paint 
brushes still find considerable difficulty 
in supplying the demand because of 
the continued shortage of bristles. 
Some makers have been obliged to 
abandon certain lines, among them 
leather bound brushes for which steel 
binding has been substituted in an 
effort to use shorter bristles than could 
be used in a leather bound brush. 


Bolts, Nuts and Rivets.—Rivet prices 
have declined about $5 per ton in the 
past week and jobbers have been quick 
to follow the change, now quoting large 
rivets out of stock at $5.50 base per 
keg, and small rivets at 45 to 50 per 
cent off list. No change is noted in 
bolts and nuts. . 

We quote from jobbers’ stocks: Machine 
bolts, % x 4-in. and smaller, 40 per cent 
off list; larger and longer, 30 per cent off 
list; carriage bolts, % x 6-in. and smaller, 
30 per cent off list; other sizes, 25 per cent 
off list; stove bolts, 60 to 60, 10 and 5 per 
cent off list; nuts, hot-pressed, list plus $2: 
cold punched, list plus $4; track bolts, $7.50 
to $8 base per keg. Large rivets, $5 base 
per keg; small rivets, 45 to 50 per cent 
off list. 

Galvanized Ware.—Another reduc- 
tion, this time of 10 per cent, has just 
been announced by leading makers of 
galvanized ware. This makes the to- 
tal reduction in the past few months of 
25 per cent, and finds explanation in 
the decline in independent prices on 
galvanized sheets and also the low 
basis of zinc. 


Glass.—The supply situation gradu- 
ally is becoming easier. For the first 
time in six months there now are avail- 
able warehouse stocks of plate glass 
and any shortage that previously ex- 
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isted in window glass has disappeared, 
Not much demand exists at present but 
this is merely a seasonable condition, 


Sleds.—Manufacturers have ap. 
nounced their prices for 1921 and al. 
though slightly higher than those of 
1920, due to the fact that there were no 
advances last year, retailers now are 
placing orders quite freely for next 
fall delivery, all of them having cleaned 
up all the sleds they had in stock. 


Stove Pipe and Elbows.—Nested 
stove pipe is quoted to retailers at 
$4.60 to $4.65 per crate of 25 joints of 
6-in., 28 gage pipe. Corrugated elbows 
are quoted at $1.80 per doz. for the 
same size and gage. 


Sheets.—Since there are no impor- 
tant deviations from the Corporation 
sheet schedules and jobbers’ quotations 
are based on those schedules, there has 
been no excuse for a change in the 
latter. Warehouse business is holding 
up remarkably well but buyers are ex. 
periencing no trotthle in meeting their 
requirements. 

We quote from warehouse: One pass 
cold-rolled black sheets, 5.95c. per Ib. base, 
Pittsburgh; galvanized, 7.30c. base; blue 
annealed, 4.90c. base; 2%4-in. corrugated 
galvanized sheets, 5.58c. per square. 

Tin Plate—There is no change in 
prices nor in the general situation other 
than that some of the independent ca- 
pacity which has been down since be- 
fore the holidays has resumed in the 
past week. All manufacturers are tak- 
ing good care of the jobbers at present 
as the container manufacturers are 
well covered against their present re- 
quirements and are not crowding the 
manufacturers for supplies. 

We quote from warehouse: Standard coke 
tin plate, $9 per base box; roofing ternes, 
20 x 28-in., 40-Ib., i.c., $26.05. 

Pipe.—Jobbing prices on steel pipe 
have been reduced further as a result 
of the recent action of the independent 
makers in going back to the National 
Tube Co. schedules. Jobbers now are 
quoting 521% per cent off list for black 
and 374, per cent off list for the base 
sizes, % to 3-in. There has been no 
change in wrought iron pipe discounts. 


Wire Products.—Jobbing prices have 
been further revised and on all products 
the old differentials over mill bases 
have been restored. This means 4 
reduction of 15c. per 100-Ib. in all kinds 
of wire. Brads and wire fencing also 
are lower as a result of the revision 
which is due to the fact that jobbers no 
longer have to truck supplies from the 
mills and all of them have accumulated 
some reserve stock upon, which to work. 

We stocks: Wire 
nails, $3.75 base per keg; annealed wire, 
base sizes, $3.75 per 100 lb.; galvanized 
wire, $4.45; galvanized barbed wire, $4.60; 
wire brads, 60 and 10 to 70 per cent off list; 
woven wire fencing, out of stock, 50 and? 
per cent off list. jl 

Wrenches.—Stillson wrenches have 
been reduced 10 per cent. 

Paints and Varnishes.—Prices of 
ready mixed paint have been marked 
down 10 per cent. There has been 00 
change in varnish prices. 


quote from jobbers’ 
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CLEVELAND 


Office of HARDWARE AGE, 
638 Guardian Bldg., 
Jan. 24. 

HE hardware market has opened up 
Trairly well since traveling men from 
the jobbing houses returned to the road 
early in January. Jobbers are getting 
a fair volume of orders and are more 
optimistic regarding the situation than 
they were a month ago. The retail 
business is still slow, being below nor- 
mal for this month, but retail dealers 
who had looked for a quiet month are 
apparently getting as much business 
as they had expected and they are con- 
fident that buying will start in in good 
volume in the early spring. With a 
declining market both retailers and job- 
bers are buying sparingly. 

Quite a few price reductions were 
made during the week, but a large 
share of these were on less important 
items. On.-the other , new prices 
higher thdn- those 1/1920 were an- 
nounced on sleds for this year and build- 
ing paper recovered somewhat from its 
sharp decline early in the winter. 
Among the important reductions are 
cuts in prices on soil pipes, bathroom 
equipment, including cast iron enameled 
ware and plumbers’ brass goods, and 
on range boilers and mixed paints and 
other painters’ supplies. These reduc- 
tions are of special importance, as they 
will help to reduce the cost of building. 
While the building outlook in this city 
for the coming season is regarded as 
favorable, the amount of new construc- 


tion work will doubtless depend to a con-" 


siderable extent on the reduction in the 
cost of material and labor. The labor 
situation has not yet cleared up, as 
building contractors have wage agree- 
ments with the unions in the building 
trades that do not expire until May 1, 
but building contractors are apparently 
planning to insist on wage reductions 
all along the line. 

Automobile Tires and Accessories.— 
The demand for tires and accessories 
continues light, spring buying not yet 
having started up. The only price 
change reported is the reduction of 
about 4c. each on Champion spark 
plugs. Jobbers quote these plugs in 
lots of less than 100, as follows: 


Champion “'X,"’ 50c. each; % regular and 
Solece, 58c. each; Y% heavy stone, 65c. 
each. 


Bolts and Nuts.—The demand for 
bolts and nuts is rather light. Prices 
are unchanged, but the market is not 
firm and lower price quotations by 
manufacturers would not be surprising. 


Jobbers quote large machine bolts at 35 
to 40 per cent off list; small machine bolts, 
40 to 50 per cent off list; large carriage 
bolts at 35 per cent off list; small carriage 
bolts, 40 per cent off list. 

Barb Wire.—The demand for barb 
wire is still light, as orders for spring 
are not yet being placed. Prices are 
unchanged. 

We quote barb wire from jobbers’ stocks 
in 80-rod spools as follows: Cattle wire. 
ae: hog wire, $4.55; American specials, 

Brass Rod Chain.—A price reduction 


of 6c. per lb. has been made on round 
brass rod chain, which is now quoted at 
22c. per Ib. base. 

Bright Wire Goods.—Prices on screw 
eyes, screw hooks, and other bright wire 
goods have declined, these now being 
quoted by jobbers at 80 per cent off 
list, as compared with the recent price 
of 75 per cent off list. 


Copper Rivets and Burrs.—Prices on 
copper rivets and burrs have been 
marked down, these now being quoted 
by jobbers at 35 per cent off list, as 
compared with the recent price of 40 
per cent discount. 


Cider Mills.—A price reduction of 20 
per cent has been made on cider mills 
and jobbers are now taking orders for 
next fall and report a very active de- 
mand. The call for cider mills was so 
heavy last fall that manufacturers were 
unable to keep up with their orders. 

Chain.—Chain is moving rather 
slowly and prices are unchanged. 

Jobbers quote % in. common 
10%c. per lb. for stock shipment. 

Electrical Goods.—A price reduction 
of about 8 per cent was placed in effect 
Jan. 15 on the Hotpoint line of elec- 
trical appliances. The retail price on 
the 6-lb. Hotpoint iron has been reduced 
from $8.25 to $8, and a reduction of 
from $17.50 to $14 has been made on 
grills. : 

Garden Hose.—Shipments are now 
being made on garden hose orders 
placed some time ago. Most of the 
retailers have already contracted for 
their requirements. There have been 
slight reductions recently on one or two 
Ines. Manufacturers are guaranteeing 
prices up to June and July. 


chain at 


Game Traps.—Sales of game traps 

for the coming season have so far been 
rather light. Many retailers have ap- 
parently carried over good-sized stocks. 
Prices are being guaranteed against a 
decline. 
_Jobbers quote Victor traps as follows: 
No. 0, $1.70 per doz.; No. 1, $2.01 per doz.: 
No. 1%, $2.75 per doz.; No. 0 Jump trap, 
$2.35 per doz.; No. 1, Jump trap, $2.75 per 
doz.; No. 14 Jump trap, $3.50 per doz. 

Galvanized Ware.—The demand for 
galvanized ware is fair and recent 
prices are being maintained. 

Jobbers quote No. 3 galvanized tubs at 
$45 per doz., and 12-qt. pails at $4 per doz. 

Handles.—The demand for wood 
handles continues active and steady. 
The better grade of handles are scarce, 
owing to the limited supply of second 
growth hickory. Prices are unchanged. 

Jobbers quote American Fork & Hoe 
Company’s hay and manure fork handles, 
without ferrules, as follows: X grade 4 ft. 
handles, $3.50 per doz.; 4% ft., $3.85 per 
doz.; 5 ft.. $4.50 per doz.; XX grade, 4 ft., 
$4 10 per doz.; 4% ft., $4.35 per doz.; 5 ft., 
$5.50 per doz. Shovel handles: X grade D 
shovel handles, $6.25 per doz.:; long handled 
shovel handles, X grade, $5 per doz. Hoe 
handles, X grade, $4 per doz.; No. 1 grade, 
$2.25 per doz. Single and double bit axe 
handles, XXX grade, $5.25 per doz.: XX 
grade, $4.25 per doz.; X grade, $2.60 per doz. 

Ice Skates.—Jobbers report quite a 
little demand for ice skates, indicating 
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that retailers’ sales are good and that 
orders of a fill-in nature are being 
placed. Prices are unchanged. 

Jobbers quote: Union Hardware Co.'s 
polished skates with screw clamps at $1.05, 
$1.30 and $1.85 for the three popular grades. 

Lanterns.—Some lantern manufac- 
turers have come out with new prices 
on lanterns for next fall and jobbers 
have commenced to take orders for that 
delivery. New prices represent a slight 
reduction. 

Jobbers quote No. 77 Cold Blast short 


globe lanterns at $14 per doz., as compared 
with a $15 price that has* been prevailing. 


Nails and Wire.—The demand for 
nails and wire has picked up somewhat 
since the first of the year and jobbers 
report a fair volume of business. 
Prices are unchanged. 

Jobbers quote prices as follows: Wire 
nails, $4 per keg; No. 9 annealed wire, $4 
per 100 lb.; No. 9 galvanized wire, $4.70 
per 100 lb.; cement coated nails, $4 per 


Night Latches.—Prices on the Sar- 
gent & Co. line of night latches have 
been reduced 10 per cent. 


Oil Cook Stoves.—The demand for oil 
cook stoves for spring delivery con- 
tinues fairly active. Stocks are good. 
Prices are unchanged. 

Jobbers quote the Kerogas type of cook 
stove as_ follows: Two-burner, $12.90; 
3-burner, $17.45; 4-burner, $21.70. 

Poultry Netting and Wire Cloth.— 
There is little activity at present in 
poultry netting and wire cloth. Manu- 
facturers state that owing to a scarcity 
of small wire the supply of wire cloth 
may not be very plentiful next spring. 
Prices are unchanged. 

Jobbers quote as follows: Poultry netting 
45 per cent discount f.o.b. Pittsburgh for 
mill shipment and 40 to 40 and 5 per cent 
discount for shipment from stock for gal- 
vanized weaving black wire cloths, $2.75 
per 100 sq. ft. for shipment from stock, 
and $2.50 f.o.b. Pittsburgh for mill ship- 
ment; white metal and galvanoid wire cloth, 
$3 per 100 sq. ft. for mill shipment and 
$3.25 for stock nent; bronze wire cloth, 
$9.25 per 100 sq 

Paints and ‘Oils.—Prices on mixed 
paints have declined 60c. per gal., this 
being the second price reduction from 
the peak prices, and price reductions 
have been made on oil, turpentine and 
white lead during the past few days. 
There is little activity in the market. 

We quote from jobbers’ stocks: Standard 
makes of mixed paints at $4 per gal. for 
colors and $3.25 for white; linseed oil at 
90c. per gal. for raw and 92c. for boiled 
oll In bbl. lots; turpentine at $1.10 per gal. 
In bbl. lots and white lead at 13c. per Ib. 
In 100-Ib. kegs. 

Pruning Shears.—Sales of pruning 
shears for early shipment are being 
made in good volume. 

Jobbers quote Pexto No. 50 pruning 
shears at $11 per doz.; No. 0, $6.25 per doz.; 
No. R 65, $20 per doz. 

Plumbers’ Goods.—Prices on cast iron 
bathtubs, lavatories, sinks, etc., have 
been marked down 10 per cent. This 
reduction follows a recent decline on 
china enameled ware. A 12! per cent 
reduction has just been made on plumb- 
ers’ nickel plated brass goods, including 
basin cocks, bibs, etc., and on rough 
plumbers’ brass goods such as stop and 
waste cocks. 
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Range Boilers.—A further decline in 
prices on range boilers, amounting to 
$2.50 for the extra heavy and $.350 for 
the standard boiler, has been made. 


Jobbers quote 30-gal. range boilers at 
$11.40 each for the standard, and $12.60 for 
the extra heavy. 


Roofing Paper.—A further advance in 
prices of from 10 to 20c. per roll has 
been made by some manufacturers of 
roofing paper and another advance may 
be made in February. When manufac- 
turers of roofing paper made a deep 
cut in prices last fall they announced 
that the low prices could not prevail 
but for a short time. With the two 
recent advances prices are now low as 
compared with those prevailing last 
fall. At present jobbers are selling 
a standard grade at $2.25 per roll, for 
which they were getting $3.40 last Oc- 
tober. The demand for roofing paper is 
fairly active. 

Robes and_ Blankets.—Prices on 
horse blankets and automobile robes, 
which were established last fall at a 
somewhat lower level than had been 
prevailing, have been further marked 
down 10 per cent, reductions applying 
to both mixed and full wool robes and 
blankets. Most manufacturers’ are 
guaranteeing prices up to the time of 
delivery. 

Rope.—Rope prices have declined 
sharply during the past few days, but 
some manufacturers believe that the 
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decline is only temporary. The reduc- 
tions on both manilla and sisal ropes 
are approximately 5c. per lb. 


Jobbers quote best grades manila rope at 
19%4c. per Ib. for shipment from stock; 
sisal rope at 14/c. per Ib. for shipment 
from mill, and 15c. per Ib. for shipment 
from stock. 


Syrup Cans.—Jobbing houses have 
booked a good volume of orders in 
syrup cans for the opening of the maple 
syrup season and expect a good volune 
of additional orders after the opening 
of the season. 


Jobbers quote 1-gal. syrup cans at 20c. 
to 21c. each, both for square and oblong. 


Steel Sheets.—The demand for sheets 
is moderate. Mill prices show a weak- 
ening tendency and jobbers have made 
price reductions on all grades. 


Jobbers quote black sheets at 5.60c.; gal- 
vanized sheets at 6.95c. to 7.15c. for No. 
28 gage; blue annealed sheets at 4.55c. for 
No. 10 gage. e 


Stoves.—There is no activity in the 
stove market. The recent price cut on 
gas ranges failed to bring out ary 
business. Manufacturers of heating 
stoves have not yet changed prices, but 
are expected to make reductions in 
March or April. 

Soil Pipe and_ Fittings.—Another 
price decline of 10 per cent has been 
made on soil pipe and fittings. 


Jobbers quote standard soil pipe at 32 
per cent off. list; extra heavy soil pipe, 42 
per cent off list; fittings at 27 per cent off 
list. 


Scales.—A price reduction of 10 per 
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cent has been made on the Chattillon 
line of spring balances and scales. 


Sole Leather.—The price of sole 
leather has been marked down from 
7c. to 10c. per Ib. Prices now quoted 
by jobbers range from 72c. to $1.10 per 
Ib., depending upon the quality. 


Shovels.—While the heavy demand 
has subsided, there is still a fair volume 
of activity in shovels for spring ship- 
ment. Prices are unchanged. 


Stove Pipe and Elbows.—Orders are 
being taken for stove pipe and elbows. 
for the first half of 1921 at the prices 
recently announced. No further chang: 
in prices is expected. 

Jobbers quote 28-gauge, 6-in. pipe at $4.75 
per crate and 6-in. elbows at $1.80 per 
doz. They are now taking orders for de- 
livery up to July 1. 

Stove Boards.—Manufacturers have 
announced that stove board prices will 
be the same as prevailed last year and 
jobbers are now booking orders. 


Sleds.—New sled prices have been an- 
nounced for 1921, this representing an 
increase of about 20 per cent over the 
prices that prevailed last year. Manv- 
facturers explain that their costs in- 
creased materially after the 1920 prices 
were established about a year ago, and 
there has been no reduction from these 
costs. 


Retail prices established for Flexible 
Flyers are as follows: No. 1, $4.25; No. 2, 


Current Metal Prices—January 24, 1921 


Iron and Soft Steel Bars Bor Annealed—Black Tin Plates Babbitt Metal 
and Shapes Soft Steel Bright Tin Best grade, per Ib........... -80¢ 
Bars: Per lb. Oo. R.. Wood's Grade Grade Commercial grade, per Ib..... 40¢ 
Refined Iron, base price... 3.70¢ One Pass, Refined "an" “a” 
Swedish Bars, base price. .20.00¢ Per Ib. Per Ib. Charcoal Charcoal Antimony 
Soft Steel: sii al cies Bibs a 5.80¢ 14x20 14x20 ROME Ss cwrdonntncess 7% @8%¢ 
% to 1% in. round, and Nos. 22 and 24....... 5.85¢ 6.80¢ err $11.15 Aluminum 
SOURED sccvccscece 3.48@3.70¢ = “a 
Me. BB. 0 ccvecs coco eo BROS CER > reer 13.95 12.95 No. 1 aluminum (guaranteed 
Rode—% and 11/16....8.53@5.45¢ No, 28...........000- 6.00¢ 7.00¢ _ eee 14.55 over 99 per cent pure), in 
Bands, 1% to 6 x 3/16 to ere eres 6.25¢ BE caverccece 17.35 16.15 ingots for remelting, per 
No. 8 (base price). .4.18@4.65¢ No. 28, 86 in. wide, 10¢ See 18.95 17.75 WD. cervedoesenecesess SOGM 
Hoops (base price)....4.18@4.65¢ Higher .....ssccessescee Coke—14 @ 20 Old Metals 
. / Primes Wasters y 
Beame ee Senne, Angles Cuieennens Per ib. a $ 8.30 8.05¢ Pe sentiment of the market is 
3 in. x % in. and larger, ROME bei i owensassaee 6.00@6.35 OOD... sedees 8.40 8.15¢ neal and dealers generally are 
ie cc cnss kare BEEOLECOM «=. No! 16 ..f.si0 0455066090658 6.25@6.60 100 1b. ........ 8.50 s.25¢ ‘ooking forward to better busines 
Channels, Angles and Tees Nos. 18 and 20.........6.40@6.75 MS Kaeo: oe 8.75 8.50¢ 1" the near future. Dealers are 
under 3 in. x 4% in.3.48@3.70¢ Mob, BF eed O6..o0000ss 6.55@6.90 ee 9.75 9.50¢ buying a little more freely at the 
Seschant Steck UF vexrins te ccdsoua 6.70@7.05 SOE ws hl SS ee ee: 
eee ORME. dcancvassccesec 6.85 @7.25 Were 11.50¢ Per Ib. 
Tire, 1% x % in. and larger.3.75¢ Te, Bhs co 60.0000 vee eases 7.00@7.35 Pro 12.75 12.50¢ Copper, heavy and crucible. .$10.50 
Smooth finish, 1 x 2% Me. Bbsc0rcsvcossccees 7.50@7.85 Copper, heavy and wire.... 9.75 
x %& in. and larger...... 4.25¢ No. 28, 86 in. wide 20¢ higher. Terne Plates Copper, light and bettome 8.25 
Toe calk % x % in. and ‘ 8-1b. Coating 14 @ 20 ° ooo 
5.00: ‘ R A ROD venreetvécess. 6.50 
Warger ..ceecrecsececeneee -00¢ Steel Wire BOD Gis cts650 bbs cncanesést $ 8.85 
ee Brees, Wgdt ccccccccceces 4.75 
Cold-rolled strip (soft ; ‘ BD svvcccoce esencesetenne ° 9.00 
and quarter hard) .10.00@1050¢ Base Price* on No. 9 eage A RE SE ate ; 10.00 Heavy machine composition.. 9.50 
Si 4 l coarser : e . : # No. 1 yellow brass turnings. 6.00 
Open-hearth spring stee'.50@8.00¢ Bets “Matle ...06..00000. 5.75¢ Firedoor Stock.....--.++s++ 12, No. 1 red brass or composi- 
Shafting and Screw Stock: Annealed Soft ....+.+-+++++ 5.75¢..° Tin tion turnings ............ 8.00 
DA vc 0sce bboonseeetes 5.50¢ Galvanized Annealed ....... 6.50¢ NE NO in aces5 nes vpas oe 40¢ ee ere eee 4.00 
Squares, flats and o Copper Baile + icccee css csee 6.25¢ DEE se rerasbonstrecnasome 45@50¢ RON, OE a ih da seve Gade oe @ 2.15 
Mame ponganttes <xteessoie or Tinned Soft Bessemer...... 7.25¢ Copper ZANE .occccccccscccccsvess 38.00 
Standard cast steel, base 
SS <5 sles eer ee 15.00¢ Brass Sheet, Rod, Tube and Eamlee Tmget ci ccesccccccccccsce 16¢ Welded Pipe 
Best cast steel.......+-+++- 20.00¢ Wire Mhectrolytic ....cccccceccccces 16¢ Standard—Steel 
| ES os vee veks creas ccseesd 16 Blk. Gal. 
Extra best cast steel... SASF ey Brame Mhett.« > 5: 22 @22% g ¢ a a hte) St > ae 
Tank Plate—Steel High Brass Wire...... 22% @238% Spelter and Sheet Zinc C6 te Sa......., hh le 
Per Ib. Brass Rod .......--++- 19% @22% Western spelter ........ ™% to8% 84.6 in, Lap........ —39 —% 
% in. and heavier... .3.78@4.00¢ Brass Tube ......+--++ 37% @39% Sheet zinc, No. 9 base, casks, 7-12 in. Lap an 80 ne 





Copper Sheets 


14@14%¢ 


Sheets se Lead and Solder Wrought Iron 
Blue Annealed Shest Coppers, et. Ibs tase, °~ = Ameriean pig lead......5% @6%¢ Bik. Gal 
as Siisncsgesewsoes 4.68@4.90¢ Cold rolled, 14 oz. and heavier, Bar lead ....---...... 6%@7%¢ %-1% in. Butt..... -—8 +1 
a | PP ee 4.73@4.95¢ 2¢ per Ib. advance over hot rolled. Solder % and % guaranteed...28¢ DO TA ccsccccces + S OE 
Gs BBs s:00d8a.cvsvees ove svesaeg ee eae 25%¢ 2%-6 in. Lap........ +1 +4117 
Bi DB etoveecessesave aoe *Regular extras for lighter gages. Refined solder ........+-00. 21%¢ 7-12 im. Lap.ccccccce $12 $8 
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$5; No. 3, $6.50; No. 4, $7. Retailers are 
allowed |/, off from these prices. Prices on 
Lightning Guiders net to retailers are: 
No. 19, $14.50 per doz.; No. 20, $16.25 per 
doz.; No. 21, $18.75 per doz.; No. 22, 1 
per doz. Sled prices are guaranteed for the 
season. 


Washing Machines.—The demand for 
electric washing machines has improved 


HARDWARE AGE 


since the first of the year. Many re- 
tailers apparently had withheld orders, 
expecting lower prices, but no reduc- 
tions have been made, although there is 
a tendency among manufacturers to al- 
low retailers a larger percentage of 
profit. 


TWIN CITIES 


Minneapolis, Minn., 
Jan. 17, 1921. 

ANUARY and February have always 

been the dull months in the hardware 
business in this territory, and not much 
improvement in business conditions will 
develop before March 1 as far as the 
retail dealer is concerned. 

Upon taking the matter up with the 
various jobbers, most of them report 
that business is picking up, and is a 
great deal better than two or three 
weeks ago. This is no doubt caused by 
the dealers getting stocks lined up for 
spring business to a certain extent and 
also because large manufacturers, for- 
merly buying direct from factory in 
large quantities, are now operating on 
a small scale and are picking up their 
requirements as needed from the jobber. 

If the farmer could be induced to sell 
sufficient grain to meet his obligations 
at the banks, business would pick up 
immediately. There are indications that 
some farmers are doing so under pres- 
sure from the banks. 

Price adjustments on general lines 
of hardware have been slow and or- 
derly. No drastic reductions have been 
made with the exception of coated nails, 
and bolts, prices on which were reduced 
some time ago. 

Builders’ Hardware.—Conditions re- 
main as for some time past. Everyone 
is “marking time” until- reductions are 
made in labor schedules and other items 
not yet reduced somewhat near to nor- 
mal. 


Axes.—Stocks are in good condition. 
Demand is fair. This item should be 
due for a decline, but this has not de- 
veloped. 

We quote from jobbers’ stocks: Single 
bit, base weights, gy per doz; double 
bit, base weights, $21.50 per doz. 

Ash Sifters.——Sales are very small. 
Jobbers’ stocks are in good condition. 
No price changes. 

We quote from local jobbers’ stocks: 
Wood square, $4.50 doz.; metallic round, 
$4.75 doz.; wood barrel, $15 doz. 

Bale Ties.—Sales are on a par with 
general dullness in present market. No 
price changes noted. 

We quote from local jobbers’ stocks: 
60-5 per cent from standard lists. 

Bolts.—Stocks are ample to take care 
of all ordinary requirements. Factories 
are now able to make practically im- 
mediate shipments. There have been 
no further reductions in price. 

We quote from local jobbers’ stocks: 
Small carriage bolts, 80 per cent; large 
carriage bolts, 25 per cent; small machine 
bolts, 40 per cent; large machine bolts, 
30 per cent; stove bolts, r cent; 


lag screws, 45 per cent; plow bolts, 30 per 
nt. 





Coal Hods.—Jobbers have a plentiful 
supply. Retail sales are very slow. 
No price changes. 


We quote from local jobbers’ stocks: 
Japanned 17-in. open, $5.20 doz.; japanned 
18-in. open, $5.50 doz.; japanned funnel, 17- 
in., $6.55 doz.; japanned funnel, 18-in., 
$7.20 doz.; galvanized open, 17-in., $8 doz.; 
galvanized open, 18-in., $8.75 doz.; gal- 
vanized funnel, 17-in., $9.90 doz.; galvanized 
funnel, 18-in., $11.70 doz. 

Eaves Trough, Conductor Pipe and 
Elbows.—Business is very dull in this 
line, as is customary at this season. 
No price changes reported. 


We quote from local jobbers’ stocks: 
Eaves trough, 28-ga., 5-in. lap joint, single 
bead, $9.50 per 100 ft.; conductor pipe, 28- 
ga., corrugated, 3-in., $9 per 100 ft.; elbows, 
3-in., corrugated, $2.16 per doz. 

Files.—Business in this line continues 
very inactive. Jobbers’ stock are in 
good condition to take care of any nor- 
mal demand. No price changes. 

We quote from local jobbers’ stocks: 
Nicholson files, 45-5 per cent; Riverside 
and Arcade brands, 50-10 per cent. 

Galvanized Ware.—The long-expected 
decline in galvanized ware has finally 
materialized. The heaviest decline was 
made on galvanized standard pails. 
Sales remain dull. 

We quote from local jobbers’ stocks: 
Standard No. 1 galvanized tubs, $9.60 per 
doz.; standard No. 2, $10.80 per doz.; stand- 
ard No. 3, $13.20 per doz.; heavy gal- 
vanized No. 1, $23 per doz.; heavy No. 2, 
$25.50 per doz.; heavy No. 3, $28.50 per doz.; 
standard 10-qt. galvanized pails, $3.15 per 
doz.; standard 12-qt., $3.60 per doz.; stand- 
ard 14-at, $4.50 per doz.; standard 16-qt., 
stock, $7.20 per doz.; standard 18-qt., stock, 
$8.35 per doz. 

Glass and Putty.—Sales are slowing 
up as the season is practically at a 
close. Stocks are good. , Prices remain 
firm. 

We quote from local jobbers’ stocks: 
76 per cent and 78 per cent from standard 
lists. Putty, 5%c. per Ib. 

Lanterns.—Sales remain below the 
usual volume. Jobbers’ stocks are in 
good condition. Prices remain firm. 

We quote from local jobbers’ stocks: 
Tubular long globe or short globe, $13 per 
doz.; tubular dash, $17.60 per doz.; Dietz 
Cold Blast No. 2, $14.25 doz. 

Nails.—Jobbers’ stocks are now in 
good condition, and factory shipments 
are such that there should be ample 
stocks on hand for spring business. 
Prices remain as last quoted. 

We quote from local jobbers’ stocks: 
Bright wire nails, $4.50 base; cement coat 
nails, $4.10 base per keg. 

Paper.—Sales are light. Jobbers’ 
stocks are in good condition. There 
has been a further heavy decline in the 
price of Red Rosin Paper. 

We quote from local jobbers’ stocks, 
f.o.b.: Rarrett’s No. 2 tarred felt, $4.15 per 
cwt.; Barrett’s threaded felt, 500-ft. rolls, 
$2.08 per roll; Slater’s felt, $1.39 per roll. 
No. 20 red rosin, 75c. per roll; No. 25 red 


oo 85c. per roll; No. 30 red rosin, $1 per 
roll. 
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Rope.—Stocks are in good condition. 
Sales are very light. No price changes. 


We quote from local jobbers’ stocks: 
Columbian manila rope at 274c. per lb. 
base; Columbian sisal, at 18%c. per Ib. 


base. 
Screws.—Demand is light, although 


showing slight improvement. Stocks 
are getting into good condition. Price 
shows no change. 

We quote from local jobbers’ stocks: 


Flat-head bright screws, 70-10 per cent; 
round-head blued screws, 6744-5 per cent; 
flat-head japanned screws, 6244-5 per cent; 


flat-head brass screws, 50-5 per cent; 


round-head brass screws, 474% per cent; 
iron machine screws, 60 per cent; brass 
machine crews, 40 per cent. 

Sidewalk Scrapers and Snow Shovels. 
—Sales are of fair volume, Stocks are 
in good condition and prices show no 
change. 

We quote from local jobbers’ stocks: 
Steel sidewalk scrapers, $4.10 doz.; wood 
straight handle snow shovels, $5.75 doz.: 
steel blade straight handle, $6.80 doz.; gal- 
vanized steel blade, D-handle, $14.40 doz. 

Solder.—Dullness in solder market 
still continues. Prices remain as last 
quoted. 

We quote from local jobbers’ stocks: 
Half and half, 28c. per Ib 

Steel Sheets.—There is practically no 
demand for steel sheets in this territory 
at present. Stocks are now in good 
condition. Prices remain as last quoted. 

We quote from local jobbers’ stocks: 
28-ga. black sheets, $6.35 per cwt.; 28-ga. 
galvanized sheets, $7.70 per cwt. 

Stove Goods.—Sales are about nor- 
mal in volume for this season of the 
year. Stocks are in good condition. 
There has been a decline in the price 
of dampers. 


We quote from local jobbers’ stocks: 
Stove boards crystallized, 28 x 28, $18.85 
per doz.; 30 x 30 at $21.20 per doz.; 30 x 


36 at $30.50 per doz. ; stovepipe, 28-ga., 6-in. 
uniform blued, 19c. per joint. Elbows com- 
mon corrugated, $2 per doz.; adjustable 
charcoal iron, 6-in., $2.70 per doz. Dampers, 
cast iron, wood or coil handles, $1.75 per 
doz. Stove shovels, 15-in., japanned, 70c 
nd doz.; 19-in., round handles, $1.65 per 
aoz, 


Tin Plate——There is no demand at 
present for tirf plate. Prices, however, 
remain firm. 

We quote from local jobbers’ stocks: 
Furnace coke, ICL, 20 x 28, $19 per box: 
roofing tin, IC, 20 x 28, 8-lb. coating, $18.50. 

Washers.—Sales are fair. Jobbers’ 
stocks are in good condition. No price 
changes reported. 

We quote from local jobbers’ stocks 
Wrought steel washers, %4-in., $9.40 per 
ewt.; 1l-in., $9 per cwt. 

Wheelbarrows.—Jobbers are getting 
their stocks into condition for spring 
business. Present retai] demand is, of 
course, light. No price changes. 

We quote from local jobbers’ stocks 
Fully bolted wood barrows, $49 per doz.: 
No. 1 tubular steel, $8.50 each; No. 1 
garden, $6 each. 

Wire.—There is very little demand at 
present so that jobbers are able to 
accumulate a stock for spring busi- 
ness. No further price changes made. 

We quote from local jobbers’ stocks: 
Barbed wire, painted, cattle, 80-rod spools, 
$3.74; galvanized, $4.30; painted hog wire, 
$4; galvanized hog wire, $4.58 per spool. 


Smooth black No. 9, $4.50 per cwt.; gal- 
vanized smooth No. 9, $5.20 per cwt. 
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Expensive Paint Is Cheapest 


(Continued from page 59) 
stains and enamels has been even 
greater, for in this line the business 
has been multiplied by ten since the 
first year. Demonstrations have 
been the means of building up this 
phenominal business. Four times 
each year the demonstrations are 
held. Painting of old chairs, re- 
finishing floors and brightening up 
woodwork have been urged and at 
the demonstrations it has been 
shown just how to do this. In fact 
the customer has been given a brush 
and told to “try it.” They have seen 
how easily they can put a smooth 
glossy coat of new paint on an article 
or a sample board and as soon as 
they are convinced they know how 
they are eager to buy the paint and 
do needed brightening up at home. 
One woman bought $90 worth of 
paint which she applied herself and 
with splendid results. This woman’s 
experience is told to doubtful custom- 
ers and is a sale clincher. 

Sell Brushes With Paint 

The possibility of selling brushes, 
varnish remover, putty, putty knives, 
glazier points, etc., in a paint de- 
partment is often neglected. “Our 
records show a tidy sum daily from 
these accessories,” said Mr. Churchill, 
“when at one time we did not move 
enough of these goods to make it pay 
to keep them and we had practically 
decided to close them out. Then we 
set out to put new push behind them. 
We put our brushes on a conspicuous 
sample board where they are attrac- 
tively displayed and asked our sales- 
people to make an effort to sell the 
things that go with every bill of 
paint. That was all that was neces- 
sary—just good salesmanship.” 

There’s a thought streaked 
through and through with dollars in 
that idea of selling the things that 
go with a thing. The salesforce that 
learns that idea and practices it 
makes a store grow and, naturally 
grows with it. Its the essence of 
salesmanship to sell the extras. 


The Window That Fooled 
the Dog 


(Continued from page 61) 

Chapter two opens with the story 
being told to Jack Foley, who forth- 
with called for his easel and his 
crayons and drew a cartoon of it 
with the caption—“When HArp- 
WARE AGE arrives each week Joe 
glaums it for ideas for his win- 
dow display. Last week his duck 
season window brought the town’s 


HARDWARE AGE 
best dog to a point. Joe may write 
a book now.” 

The cartoon made a hit with 
everyone familiar and it was sent 
to HARDWARE AGE and the cut 
was returned to Mr. Foley, who 
promptly took advantage of it and 
put it in the advertisement that 
Watterson Brothers are running on 
duck hunting. Herewith is pro- 
duced the ad as it has appeared for 
several weeks. 


Poor Advertising 


(Continued from page 65) 
little jingles so they would sound 
right,” said I. 

“Of course not, but any hardware 
dealer can find somebody in his town 
who can make up such rhymes about 
anything in the store, and do it 
gladly for fifty cents apiece. Or he 
could offer a prize for the best four- 
line verses about hardware store 
goods and get a lot of them for the 
price of a prize or two. Or he might 
run a monthly limerick contest on 
his blotters. Oh, there are enough 
ways of doing it, only a fellow must 
have the ambition to put it across.” 


Metropolitan Dinner 


(Continued from page 71) 

Particular credit for the success of 
the banquet and entertainment is due 
H. A. Cornell, chairman of the ban- 
quet committee, members declared, 
because of his personal supervision 
of the multitudinous details essential 
to the preparation of the banquet. 

H. A. Cornell, Chairman. R. J. At- 
kinson, A. M. Bedford, C. A. Bruhns, 
C. J. Cornell, W. J. Crigar, Edward F. 
Daily, Harry Douglass, Bertram 
Fowler, Fred. Horn, E. V. Hawkins, 
J. M. Kohlmeier, Matthias Ludlow, 
W. F. Littell, Jr., J. P. Landrine, Sid- 
ney J. Milligan, Joseph Ringler, W. 
F. Rockwell, H. R. L. Rohlfs, A. 
Shimell, J. J. Snyder. © 


Manhattan Nominations 


The 1921 nominating committee, con- 
sisting of C. A. Bruhns, Harry Doug- 
lass and Fred Hemp, Was appointed by 
Frank P. Van Ripér, treasurer, and 
acting president, in the absence of Pres- 
ident Arthur Shimmell, of the Hard- 
ware & Supply Dealers Association of 
Manhattan & Bronx Boroughs at the 
last meeting of the association, held at 
the New York Turn Hall, Jan. 18. The 
committee will report at the next meet- 
ing the names of candidates for office 
for the ensuing year, and the annual 
election of the association will be held 
at the March meeting. General discus- 
sions on the present business situation 
were held by members. 
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TRADE NOTES 


The Standard Plate Glass Co., Bos- 
ton, has opened a new warehouse and 
factory at 270 Albany St., Cambridge, 
Mass., equipped with every modern 
facility. The plant is a two-story and 
basement, 100 x 200 ft. of the flat 
slab type of reinforced concrete. In 
addition there is a large receiving and 
shipping room, so that the company 
has a grand total of 70,000 sq. ft. of 
floor space here. The company’s main 
office and salesroom will be maintained 
at 30 Sudbury St., Boston. ' 


At the annual stockholders meeting 
of the Wilcox-Crittenden Co., Middle- 
town, Conn., marine hardware, last 
week, the. following officers and direc- 
tors were elected: William Walter Wil- 
cox, president; A. R. Crittenden, first 
vice-president; Francis A. Beach, sec- 
ond vice-president; H. C. Whittlesey, 
treasurer; George A. Palmer, assistant 
treasurer; W. W. Wilcox, A. R. Crit- 
tenden, F. A. Beach, H. C. Whittlesey 
and ae Hoops, Jr., directors. 


The Deland Co., Salem, Mass., retail 
hardware, this month celebrated the 
twenty-fifth year of its being in one 
store. 


The W. A. Ives Mfg. Co., Walling- 
ford, Conn., called its Middle West 
salesmen together for a three day con- 
ference on Jan. 3, 4 and 5. The meet- 
ing was reported to be a success in 
every way and much enthusiasm was 
shown by the salesmen upon their re- 
turn to the Middle West. All agreed 
that the get-together was educational 
and interesting. The session on the last 
day terminated with a banquet. Twenty 
of the Middle West sales staff were 
present and five absent. These twenty- 
five men will now travel from and re- 
port to the company’s new Western 
office, Room 1306, Consuniers Bldg., 
Chicago. Chas. A. Gorder has been 
made Western sales manager and will 
be in charge, 


W. E. Nichols Sons Co., Greenfield, 
Mass., was incorporated last May to 
manufacture butchers’ and cooks’ tools, 
a line in which the name of Nichols has 
been prominent for forty years. Im- 
mediately following the incorporation 
the active members of the company set 
about to put the plant in condition for 
production. This has been accomplished 
and the products of the company are 
obtainable through Wiebusch & Hilger, 
Ltd., 106 Lafayette Street, New York, 
who are the exclusive selling agents. 
A large stock will be maintained in 
New York at all times. 


Joseph Woodwell Co., during the 
period necessary for the moving of its 
present building at the corner of Wood 
Street and Second Avenue, incident to 
the widening of Second Avenue, is 
occupying the building at 236-238 Third 
Avenue, Pittsburgh. 
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HIS month several million maga- 

zine readers will again have their 
attention called to McKinney Hinges. 
This time the Anti-Friction Butt is 
brought into prominence. The hinge 
prospect—remember everyone uses 
hinges—is told how these butts were 
designed particularly for heavy work— 
where doors are active. The hinge is 
explained, pictured and its work illus- 
trated. 


Every day on millions of doors, in 
thousands of public buildings and homes 
McKinney Anti-Friction Butts prove 
their worth by work effectively done in 
hushed silence. On millions of other 
doors the name McKinney is not 
marked on the hinges used. ‘These 
doors and others being planned repre- 
sent your market. Take advantage of 
McKinney Advertising. 


Western Office, State-Lake Bldg., Chicago. 





The Anti-Friction Butt 


McKINNEY MANUFACTURING CO., Pittsburgh 


Export Representation 


MCKINNEY 


The McKinney Manufacturing Com- 
pany is ready to help you. A big adver- 
tising campaign in the national maga- 
zines is now in full sway. We are 
equipped to furnish you with general 
hardware advertisements in electro 
form for your local newspapers. In 
these your name can be prominently dis- 
played. We will also send you colored 
display cards for your window and 
proofs of the magazine advertisements 
for display or monthly mailing lists. 


Establish your store as McKinney 
Headquarters. Let all your customers 
know you carry McKinney products. A 
proper display in your window, will tell 
the story and increase hinge sales. Last 
year the dealers who used McKinney 
advertising helps sold the most hinges. 


Help us increase hinge interest—help - 


yourself to bigger business. 


















Hinges and Butts 


Also manufacturers of McKinney garage and farm building door 
hardware, furniture hardware and McKinney One-Man Trucks 























































Being Products 


Motor Driven Garden Cultivator 
and Lawn Mower 


When the planting season starts in a 
few weeks the hardware dealer will be 
busy selling seeds, shovels, rakes and 
other garden implements. For the sma!] 
garden and lawn the familiar push and 
cut roller lawn mower will be used, but 
on large estates, parks and in cem- 
eteries a power mower will be wanted. 
The Merry Garden auto cultivator and 
power lawn mower is an efficient, light 
weight machine, made by the Atlantic 
Machine & Mfg. Co., 429 Prospect Ave- 
nue, Cleveland, Ohio. 

It is designed to accommodate all of 
the Planet Jr. attachments and will do 
everything but heavy plowing. It will 
harrow, cultivate, weed, rake and mow. 
It is, of course, much quicker and less 
laborious than the hand method and 
also is said to do a better and more 
uniform job. It takes but two or three 
minutes to change attachments. A pul- 
ley may be attached to the motor and 
it will run churns, grinder machine, 
water pump and other equipment around 
the premises. 

The engine is a one-cylinder, two- 
horsepower plant with heavy bronze 
bearings. It has a high tension mag- 
neto, built in the flywheel, and requires 
neither batteries nor coil. The trans- 

















Merry Garden Cultivator 


mission consists of train of steel gears 
enclosed in a dust-proof housing, ma- 
chined as carefully as the gear-on a 





Placed on the Market by Hardware Manufacturers 


motor car. The gas tank golds 1% 
gal. and the machine will run from 
four to eight hours on 1 gal. of fuel, 
according to work and the nature of 
the soil. Lubrication is effected by 
mixing % pint of cylinder oil to every 
1 gal. 


Cook Phonograph Made in 
Period Design 


Many hardware dealers are un- 
doubtedly familiar with the line of 

















New Cook Phohograph 


talking machines made by the Ernest 
C. Cook Co., 116 South Michigan Boule- 
vard, Chicago. To this list has been 
added a new model of the Console type 
finished in mahogany or walnut. It is 
Gregorian in design and is said to 
bring to life again all the grace, charm 
and refined richness characteristic of 
Gregorian period furniture. 

The cabinet work in design and ex- 
ecution is said to be true to the tradi- 
tions of old world.¢craftmanship. The 
woods used are-carefully selected to 
keep at the highest attainable degree 
the artistic appearance of the machines 
cabinet. All trimmings are finished in 
gold. The phonograph is equipped 
with a patented automatic stop. The 
reproducer, diaphram tone arm and 
tone chamber are designed to provide 
a continuous and ever expanding pas- 
sage for the sound waves set in motion 
and is said to be uninterrupted by so 
much as a screw. The design is cor- 
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rect in principle and design. The 
motor runs smoothly turning the record 
with a regularity of speed that holds 
the tone absolutely true to pitch with- 
out the slighest tremor. 

All Cook phonographs will play any 
standard disc record. 


An Ice Coaster 


The familiar juvenile sidewalk coaster 
has found such an _ appeal _ with 
youngsters of the coasting age that it 
became necessary to find a means of 
keeping up the sport all year round. 
The child may now coast in the same 
foot-propelled manner on the sliding 
pond or snow encrusted sidewalk with 
the ice-cycle, a product of the Winner 
Toy & Specialty Co., Kokomo, Ind. 

The ice-cycle is equipped with highly 
nickel-plated, non-skid runners. The 
handle is placed on a _ swivel joint, 
making turning in any direction easy. 
The special patented handle is adjust- 
able to the height of any boy or girl. 
The safety foot board is painted in 
attractive red; the rest of the ice 
vehicle is finished in gray. The entire 
toy is well enameled and will retain its 
neat and finished appearance for some 
time. 

Ice-cycles are packed six or twelve to 
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Winner Ice-Cycle 


a carton weighing 20 or 40 Ib. They 
are shipped already assembled for the 
convenience of the dealer. 
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What Adds More Enjoyment to Home Life 
In Cold Weather Than a Finely Appointed 


Sun Parlor? 





Multifold Casement Window Hardware 


Is a principal element of comfort in the construction of sun 
parlors. 


_ Complete information in pamphlet UC-2. Sent without obliga- 
tion to anyone interested in casement window hardware. 


==) Richards-Wilcox’Mfs.(0. 


“A Haneer for any Door that Slides. 
BOSTON 


wero | Steours AURORA,ILLINOIS,U.S.A. new york 


LOS ANGELES MINNEAPOLIS 
PHILADELPHIA =——=— LONDON.ONT. «=—— SAN FRANCISCO 
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Makes Starting Easy 
A dealer with an appliance or scheme 
for easy starting of an automobile en- 


gine that also insures a ready get- 
away and responsive pick up has a 


—- 
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Startit 











willing listener in any motorist, par- 
ticularly in the colder weather. 


The 
“Startit,” a product of the Startit Mfg. 
Co., 1523 East Washington Street, In- 
dianapolis, Ind., is just such an ap- 
pliance. 

The Startit is easily installed. The 
manifold is removed on a 15/32-in. hole 
drilled near the distributing point and 
tapped out with a %4-in. standard pipe 
tap. The manifold must not be drilled 
while in place for the chips caused are 
likely to fall into the carburetor. A 
switch is placed on the cowl board or 
some other convenient point. A wire 
is run from the live side of the am- 
meter or the storage battery -to the 
switch, then another from the switch 
to the Startit. If the car has no stor- 
age battery four dry batteries will do. 
A 6-volt battery must be used. If the 
car is equipped with a 12-volt battery 
the lead must be put across the third 
cell, using only half the capacity. 
Twelve volts will burn out the Startit. 

To use the Startit is turned on for 
about thirty seconds before starting, 
causing its coil inside to heat up. When 
the starter is put in motion and the 
gas shoots from the carburetor through 
the manifold on the way to the firing 
chambers it is quickly vaporized by the 
heat of the Startit’s coil. Starting on 
the properly vaporized gas is usually 
immediate, so that the use of this ap- 
pliance saves the battery and the start- 
ing motor. The Startit requires no 
more juice when the engine is going 
than the lights of the car, but it is not 
deemed advisable by the company to 
keep the Startit connected after the 


proper start has been obtained. If kept Packed in an individual carton, it 
on it would effect a saving of fuel. weighs 2% Ib. The standard packing 
There is no upkeep or adjustment. case for this lamp contains 50 lights 
The installation and the buying price and weighs 160 lb. 
terminate all further consideration. The The lamp uses a double contact, 21 
rest takes care of itself. The retail candlepower, nitrogen bulb, suitable 
price is $3.50 apiece. for connection on batteries of from 6 
to 8 volts. Four feet of lamp cord is 
furnished with each light. This Cor- 
Co-Lite “495” may be obtained with a 
mirror for rear view use. 


Light Weight Spot Light 


When Diogenes was looking for an 
honest man he used a hand lamp, so» 
we are told; at any rate, he used a 
lamp. This all happened some time ago. 
To-day the modern motorist must find 
house numbers, streets, names, direc- 


A Handy Utility Tool for 
Battery Men 


The removal of battery terminals, 
generator bearings, magneto bearings, 
starting motor bearings, bushings, 
sleeves and cell straps, is always found 
to be one of the problems around the 
battery service station. To help solve 
this problem the Reliable terminal 
puller is offered by the Reliable Mfg. 
Co., Cleveland, Ohio. 

This tool may be used on nearly all 
makes of batteries and is adjustable. 
It helps the mechanic remove the de- 
sired part without injury to that part. 
Much valuable material around service 
stations is destroyed by removing parts 

















Cor-Co-Lite “495” 


tions on the cross roads sign posts, and 
in general has much need for a spot 
light for use at night. To fill this want 
the Thos. J. Corcoran Lamp Co., Win- 
ton Place, Cincinnati, Ohio, offer the 
hardware trade the Cor-Co-Lite “495,” 
a light-weight spot lamp said to be 
perfectly constructed to give full 
service. 

The outside stream line body is a 
single shell made of brass, the parabola 
reflector is designed to.‘give the most 
efficient beam of light. The outside 
focusing device is simple to adjust, the 
small set screw shown on the tube re- 
leases and permits the tube to slide to 
the proper focus and is then tightened. 
The nickel knurled grip at the rear end 
of the tube controls the light. It is 
turned from left to right continuously 
to turn light on or off. The lens is 
made from pressed glass and measures 
5% in. in diameter. The net weight 
of the lamp is 15% lb., ready for use. 


Reading matter continued on page'[96 
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Reliable Terminal Puller 


with pliers and other tools picked up at 
random around the work bench. 

This utility tool is durable and is 
made of the best material. 
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BUYER’S 
MARKET 


HE far-sighted jobber and dealer today is 

placing his specifications for advance delivery 
on what is distinctly a buyer’s market. Sixty days 
from now business will have resumed practically 
normal proportions and delayed specifications will 
clog the wheels of depleted production, leaving the 
dilatory merchant to seek his wares from the re- 
sumption of normal manufacturers’. output. 


IN 1921 


there will be an actual shortage of automotive 
products. This is inevitable. Factory production 
has been almost at a standstill—jobbers’ and deal- 
ers’ stocks are depleted. Advance specifications 
placing factories on an immediate production 
basis will do much to relieve this situation and the 
far-seeing merchant today is protecting himself 
against precisely the contingency suggested. 


FOR THE JOBBER AND DEALER 


in 1921 the HERCULES line of spark plugs offers greater inducements 
than any like line on the market today. Jobbers are covering for 
Spring delivery, and its manufacturers are providing for the needs of these 
distributors. Write today for full information and possibilities offered by 
HERCULES. Eclipse Manufacturing Company, Indianapolis, U. S. A. 
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BUHL, IDAHO.—The Merrick Hard- 
ware & Furniture Co. is now occupying 
its new building. The concern requests 
catalogs on barn equipment, bathroom 
fixtures, belting and packing, builders’ 
hardware, churns, crockery and glass- 
ware, cutlery, dynamite, electrical 
household specialties, flashlights, fish- 
ing tackle, guns and ammunition, ham- 
mocks and tents, heating stoves, heavy 
hardware, kitchen cabinets, kitchen 
housefurnishings, linoleum and_ oil 
cloth, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, phono- 
graphs, pumps, refrigerators, shelf 
hardware, silverware, sporting goods, 
stoves, ranges and washing machines. 


BLOOMINGTON, IND.—The Quality 
Hardware Co., which was formerly 
known as Foster & Huddleson, 217-219 
N. Walnut Street, requests catalogs on 
the following lines: Automobile tires, 
barn equipment, belting and packing, 
bicycles, builders’ hardware, building 
paper, churns, cream separators, cut- 
Jery, dairy supplies, farm implements, 
flashlights, fishing tackle, furnaces, 
garage hardware, gasoline engines, 
guns and ammunition, hammocks and 
tents, harness, heating stoves, heavy 
hardware, linoleum and oil cloth, lu- 
bricating oils, mechanics’ tools, paints, 
oils, varnishes, phonographs, poultry 
supplies, prepared roofing, pumps, re- 
frigerators, sewing machines, shelf 
hardware, silverware, stoves, ranges 
and washing machines. 


Laurens, Iowa.—R. Scothorn is the 
new owner of the stock of C. J. Speer, 
and requests catalogs on barn equip- 
ment, bathroom fixtures, belting and 
packing, bicycles, builders’ hardware, 
churns, cream separators, crockery and 
glassware, cutlery, dairy supplies, 
dynamite, electrical household special- 
ties, electrical supplies and equipment, 
flashlights, fishing tackle, furnaces, 
garage hardware, gasoline engines, 
‘guns and ammunition, hammocks and 
tents, harness, heating stoves, heavy 
hardware, home barbers’ supplies, in- 
cubators, insecticides, kitchen cabinets, 
kitchen housefurnishings, linoleum and 
oil cloth, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
phonographs, plumbing department, 
poultry supplies, pumps, refrigerators, 
sewing machines, shelf hardware, 
silverware, sporting goods, stoves and 
ranges, tin shop, vulcanizing depart- 
ment, washing machines and wheel 
toys. 


ABILENE, KAN.—Shockey & Landes 
have purchased property adjoining 
their implement warehouse, upon 
which they will erect a two-story build- 
ing 100 x 75 ft. in the near future. 


GARDEN City, Mo.—Kauffman & 
Brasfield have disposed of their stock 
to E. R. Bee. 


MERIDEN, KAN.—The Meriden Hard- 
ware Co., Inc., is now occupying its 
new building which has been remodeled. 
Catalogs requested on a line of fur- 
naces, mechanics’ tools, wheel toys, etc. 


WicuHITA, KAN.—The Guymon-Wil- 
son Lumber Co. requests catalogs on 
automobile accessories, builders’ hard- 
ware, building paper, cutlery, flash- 
lights, fishing tackle, garage hardware, 
anechanics’ tools, paints, oils, varnishes 


Notes of the Retail Hardware Trade 


and glass, poultry supplies ‘and pre- 
pared roofing. 

ASHLAND, Ky.—The Ogden Hard- 
ware Co. has moved to its new location 
at Winchester Avenue and Seventeenth 
Street . 

HARMONY, MINN.—The Barlow 
Hardware Co. has succeeded to the 
business of Charles Kirkelie. 

DouGias, ALASKA.— Julius Jensen, 
operating a hardware store here, has 
retired from business. 

PaTtRIoT, IND.—Harry Schroeder has 
purchased a half interest in the firm of 
L. Scudder & Co. The firm name will 
remain unchanged. 

FREMONT, IND.—The Fremont Hard- 
ware Co. has been incorporated with 
a capital stock of $20,000 to deal in 
barn equipment, builders’ hardware, 
churns, cream separators, dynamite, 
farm implements, flashlights, fishing 
tackle, furnaces, gasoline engines, 
guns and ammunition, harness, heat- 
ing stoves, lubricating ols, .mechan- 
ics’ tools, paints, oils, varnishes and 
glass, pumps, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, tin shop, toys, games 
and vulcanizing department. 

GRINNELL, Iowa.—Bryan Hoyt has 
purchased an interest in the George 
Hardware Co., 919-921 Broad Street. 
The concern carries a stock of the fol- 
lowing, on which catalogs are re- 
quested: barn equipment, bathroom fix- 
tures, belting and packing, bicycles, 
builders’ hardware, building paper, 
churns, cream’ separators, cutlery, 
dairy supplies, dynamite, electrical 
household specialties, electrical sup- 
plies and equipment, flashlights, fishing 
tackle, furnaces, garage hardware, 
gasoline, gasoline engines, guns and 
ammunition, hammocks and tents, har- 
ness, heating stoves, heavy hardware, 
incubators, lubricating oils, paints, oils, 
varnishes and glass, plumbing depart- 
ment, poultry supplies, prepared roof- 
ing, pumps, refrigerators, sewing ma- 
chines, shelf hardware, silverware, 
sporting goods, stoves and ranges, tin 
shop, toys and games, washing ma- 
chines and wheel toys. 


NorTON, KAN.—The Case Implement 
& Hardware Co. has succeeded to the 
business of M. B. Lease. 


CAMBRIDGE, MAss.—Russell R. Cam- 
eron has bought the hardware business 
of Cameron & Knowles, 38 Brattle 
Street. 


BALTIMORE, Mp.—J. R. M. Adams, 
Inc., whose stock has been damaged by 
fire, requests catalogs on automobile 
tires, barn equipment, bathroom fix- 
tures, builders’ hardware, building pa- 
per, cutlery, garage hardware, guns 
and ammunition, heavy hardware, lu- 
bricating oils, mechanics’ tools, paints, 
oils, varnishes and glass, prepared roof- 
ing and shelf hardware. Its business 
is both wholesale and retail. 


PINCKNEY, MicH.—The Teeple Hard- 
ware stock has been damaged by fire, 
and catalogs are requested on the fol- 
lowing items: automobile accessories, 
barn equipment, builders’ hardware, 
building paper, churns, cream sepa- 
rators, cutlery, farm implements, flash- 
lights, fishing tackle, gasoline, guns and 
ammunition, harness, heating stoves, in- 
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secticides, linoleum and oil cloth, lu- 
bricating oils, paints, oils, varnishes 
and glass, poultry supplies, prepared 
roofing, pumps, shelf hardware, silver- 
ware, sporting goods, stoves, ranges 
and washing machines. 


HAMILTON, MicH.—Harry Hampen 
has sold his stock to the F. D. Travis 
Co. The concern operates several 
other branch stores. 


DUNNELL, MINN.—J. D. Weir & Son 
have sold their stock to W. J. Conner 
& Co. Catalogs requested on a line of 
sewing machines, insecticides and poul- 
try supplies. 

BarinGc, Mo.—The Welch & Son 
Hardware Co. are the new owners of 
the McManus-Welch Hardware Co. 
stock. They request catalogs on barn 


equipment, belting and _ packing, 
builders’ hardware, churns, cream 
separators, cutlery, dairy supplies, 
electrical household specialties, elec- 


trical supplies and equipment, flash- 
lights, fishing tackle, gasoline, gasoline 
engines, guns and ammunition, ham- 
mocks and tents, harness, heating 
stoves, heavy hardware, home barbers’ 
supplies, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
phonographs, poultry supplies, pre- 
pared roofing, pumps, shelf hardware, 
silverware, stoves and ranges, tin shop, 
washing machines and wheel toys. 


Dover, N. H.—The Brackett & 
McCarthy Co. have opened a store at 
33 Locust Street, -carrying both a 
wholesale and retail pr of sporting 
goods, on which catalogs are requested, 


MOUNTAINAIR, N. M.—The Pinon 
Hardware & Furniture Co. will erect 
a new store building. 


SMITHFIELD, N. C.—The Jones Cot- 
ter Co. has commenced. business at 
219-221 North Market Street, where a 
complete stock of belting and packing, 
crockery and glassware, cutlery, elec- 
trical household specialties, mechanics’ 
tools, paints, oils, varnishes and glass, 
etc., will be carried. . 


BowBELLs, N. D.—J. W. Moore has 
sold his interest in the Moore Hard- 
ware Co. to his son Earle Moore and 
C. T. Mahoney. The name of the con- 
cern will remain unchanged. 


FINLEY, N. D—H. Petterson and 
A. M. Sandaker are the new owners of 
the hardware stock of the Archer Sup- 
ply Co., and request catalogs on barn 
equipment, bathroom fixtures, belting 
and packing, bicycles, builders’ hard- 
ware, building paper, churns, cream 
separators, crockery and _ glassware, 
cutlery, dynamite, electrical household 
specialties, electrical supplies and 
equipment, flashlights, fishing tackle, 
furnaces, garage hardware, gasoline, 
gasoline engines, guns and ammuni- 
tion, hammocks and tents, heating 
stoves, heavy hardware, home barbers’ 
supplies, incubators, insecticides, kit- 
chen cabinets, kitchen housefurnish- 
ings, linoleum and oil cloth, lubricating 
oils, mechanics’ tools, paints, oils, var- 
nishes and glass, phonographs, poultry 
supplies, pumps, refrigerators, sewing 
machines, shelf hardware, silverware, 
sporting goods, stoves and ranges, toys 
and games, washing machines and 
wheel toys. 
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ie Line that Makes 
Loyal Customers 


VERY housewife has a market value. Her trade is worth get- 

ting. Her loyalty is worth keeping. It cannot be bought. It 

must be earned—and deserved. The pleasurable and _ profitable 

thing about selling Universal Home Needs is that they never lose caste 

with trade. There is always the satisfying certainty that one sale will 
lead to many. 





HE dealer who features “Universal” prod- ee 


ucts isn’t flirting with chance but build- 
ing surely and soundly for constancy of cus- =" 


tomers. YN VERSA 


UNIVERSAL =. 
Bread Makers 
Food Choppers 
Cutlery, etc. 


Quer the housewife how you can save her something 
and you can sell her anything. The Universal 
Bread Maker saves time and labor in making better 
‘bread. The Universal Food Chopper is also a waste 
stopper. Cuts out waste of bits of food by chopping 
it for tasty dishes. She wants sharp Kitchen Knives— 
the sharper the better, which means “Universal.” They 
save time in cutting—spend no time at the knife 
grinder’s. 


“Universal” products have thousands of homes to go to. 
Now is the time to start them on their way. 


LANDERS, FRARY & CLARK 


New Britain, Ct. 
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All Your Prospects Under One Cover 


Hardware Age Directory contains just the information you need to solve your mailing problems, 


With this Directory at hand you have under one cover, and conveniently arranged, all your 
prospects in the hardware field. The several lists are indicated above. 


In the case of the Retailer, it shows the population of the town and an approximation of each 
dealer’s annual sales. 


In the case of the Epenates, it shows srqtatinntion, territory covered, number of traveling 
men, and lines car 


These lists have been prepared with the. titmost care, are complete, accurate, and give to the 
hardware man the entire field covering his product. 


You want your letters to get the proper start. This is just what Hardware Age Directory— 
1920-21 Edition will insure, Price ten dollars, postpaid. 


SEND FOR YOURS NOW. 
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